


Next Week 
You Will Find 


in “The Recorder” 


Service to Misses—Of All Ages 


Inasmuch as we have dedicated the 
month of August to the inspiration of 
trade into new channels of thought, we 
are proposing for the August 15th is- 
sue a complete presentation of the new 
strategy built around service to misses 
of all ages. 

For some years now, the misses’ de- 
partment in department stores has en- 
joyed the sparkle of new business 
based on smart apparel at a “value 
price.” The first misses’ departments 
sold apparel in sizes 13-15-17, leaving 
to the women’s departments the even 
sizes up to 46. The small woman, no 
matter what her age, was compli- 
mented by the fact that she still wore 
misses’ sizes. 

We note a significant trend in the 


direction of misses’ service’ in shoe | 


stores. The young lady in ages be- 
tween 11 and 17 is being given a spe- 
cial shoe service. Her foot size may 
run 2% to 7; her heels low; but the 
patterns in her footwear are the 
“smartest of the smart.” 

A few merchants have pioneered in 
the direction of specialty departments 
in service to misses. Because of the 
types of shoes and their price, these 
departments have flourished and have 
enjoyed the same enthusiastic reception 
of regular misses’ departments in de- 
partment stores. 

We propose to show in this issue a 
complete sales promotion plan for the 
new department in service to young 
women who find it easy to get shoe 
money from their folks. 
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| SEE 
BY THE HEADLINES 


shot in a tong war. 





“WICKERSHAM ASKS 
FOR ADDITIONAL 
TWENTY-FIVE 
THOUSAND” 


Days—dollars—or words? 










“MAYOR LEAPS FROM 
PATH OF CAR” 


If he wasn’t good at 
jumping around, he 
wouldn’t be Mayor. 


“CALCUTTA HOP IS 
BOARDMAN’S NEXT 
VENTURE” 


He’s got the 
right dope, now. 






“LONG HOP ENDED” 
Just another laundryman 























TU FANG, 
Chinese writer of 
biting truths, says:— 
Many a man has started at 
the foot and worked up— 
‘ but not a chiropodist. 


* * 
HERE’S A GOOD LINE 
FOR A WINDOW CARD: 


“You are judged by your shoes— 
sometimes misjudged.” 
That ought to make some men 
shoe conscious. 


* * 


Tu Fang also remarks— 


The man that uses his head most 
uses his feet least—and keeps 
them better dressed. 
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The VOICE of the TRADE 


This week trade 


names are barred in the radio pro- 
grams published by New York City 
newspapers. Where the radio col- 
umns last week contained such titles 
as “General Motors Program,” 
“Maytag Orchestra,” “Camel Quar- 
ter Hour,” “Burns Panatela Pro- 
gram,” etc., the new listings make 


— 


no mention of the advertisers in 
their products; instead, the enter- 
tainers’ names supplant those of 
the product of the manufacturer as 
identification. 

The radio columns now seek to 
tell the nature of the program and 
usually the names of the principal 
entertainers. A lot of orchestra 
leaders who have been practically 
anonymous are beginning to find 
their names in black face type. A 
change of policy was the result of 
action taken by the publishers asso- 
ciation of New York City and pro- 
vided, first, that on July 22 all New 
York newspapers eliminate trade 
names from radio programs. 

Second, eliminate trade names in 
any feature possible. 

Third, endeavor as far as possi- 
ble to eliminate radio trade names 
from all other parts of the paper 
excepting when the editor believes 
the name is essential for the prop- 
er identification of the program. 

Fourth, the names of trade mark 
merchandise or known products 
obviously used for advertising pur- 
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poses be eliminated, for example, 
“Fleischman Hour” should be listed 
“Rudy Vallee Orchestra,” “Rex 
Cole Program” as “Mountaineers,” 
“Hotel Roosevelt Orehestra” as 
“Guy Lombardo Orchestra.” 

In the early novelty days of radio 
broadcasting, program numbers 
were identifiable by the sponsor. 
Radio talent itself, generally speak- 
ing, was obscure. That condition 
has changed. Today the “play is the 
thing,” rather than the producer. 

Says George B. Parker, editor- 
in-chief of Scripps-Howard news- 
papers: “This battle of identifica- 
tion is evidently the first attack on 
the part of newspapers against the 
growing competition of radio ad- 
vertising.” Evidently our friends, 
the newspapers, are shivering in 
fear of this new advertising ve- 
hicle, the radio. Candidly they are 
picking bird seed when they take 
the radio titles out of the news 
columns, for the voice over the air 
goes merrily along, and most peo- 
ple turn the dial to the favorite sta- 
tion and let melody ride. 


7 


*x * 


— 


A clothing store 
in the Times Square District, New 
York, with suits retailing at $22.50 
and $27.50, is giving away free a 
pair of men’s shoes with every suit 
purchased. 

Money that was formerly used in 
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newspaper advertising and souven- 
irs is now being used for the pur- 
chase of the shoes and also for trav- 
eling bags, should the customer de- 
sire one instead of the shoes. 

This is a novel idea of getting 
customers in the slow summer 
months and has increased the store’s 
business about six times over that of 
previous summers. 

Sixteen different styles of shoes 
are carried in D widths, and it is 
the policy of this store to give the 
customer a perfect fit. Should they 
not have the customer’s size in 
stock, by means of an arrangement 
with the manufacturer they are 
able to receive it by parcels post on 
the next morning. 


” 2 
cee 


Wen the Russian 


market for shoes opens up it will 
exert a tremendous influence on 
hide markets the world over. The 
Soviet factories made 35,000,000 
pairs of shoes in 1929, 70,000,000 
in 1930. The present plans are to 
manu facture 100,000,000 pairs this 
year. With’ a population of 250,- 
000,000 people this is no production 
at all. Reports from Soviet tanners 
indicate increased production meas- 
ured in tons of hides and skins. 
Finished leather is scarce and shoes 
are rationed and distributed only to 
workers. Potentiality of the Rus- 
sian market is limited by the ability 































to get cash in payment for Ameri- 
can and foreign purchase. If the 
Russian market for shoes and lea- 
ther were to open up on the basis 
of one pair of shoes per person per 
year, the entire raw stock of the 
world would leap in price. over 
night. 
* * &* 


The Navy has an end 
size problem. It is now in the mar- 
ket and bidding for regulation size 
shoes for navy black leather shoes, 





high and low, in sizes 5 to 11, by 
half sizes and in widths C, D, E 
and F in each size. So you see the 
big problem is sizes—whether you 
have a store carrying 100 pairs or a 
government warehouse carrying 
100,000 pairs. If the government 
can do a job in 52 sizes with emer- 
gency shoes for the gob long or 
short there is something to the 
idea of plenty of middle sizes. 
* * * 


gee of shoes can 


now be shipped parcel post, for on 
Aug. 1 the Post Office Department 
increased maximum size and weight 
of packages accepted for trans- 
portation by parcel post. 

Women’s shoes, 36-pair cases, 
weigh 50 to 65 and 70 pounds and 
men’s shoes in 24-pair cases av- 
erage 60 pounds in weight. 

Many articles used in the boot 
and shoe field which heretofore 
have been too heavy or too bulky to 
meet the regulations of the depart- 
ments will be acceptable under the 
new plan for transmission under 
the regulation of fourth class mail. 
After Aug. 1 the width-plus-girth 
of packages was increased from an 
84 to a 100-inch maximtim and the 
weight limit will be 70 pounds in all 
eight zones. This change will make 
it possible to mail shipments of 
shoes, which in the past have been 
barred by reason of their weight 
and size. 

Shoe dealers who buy from dis- 
tant points and whose parcel post 









PLUS SIGNS 


AGGREGATE NET EARNINGS of indus- 
trial corporations which have thus far re- 
ported for the second quarter of 1931 are 
40.2 per cent higher than in the preceding 
three months, according to Moody’s. 

THE TOTAL OF BUSINESS FAILURES 
for the week ending July 23 was 1.8 per 
cent less than in the corresponding week of 
1930. 

TIMKEN-DETROIT Co. oil burner sales 
increased 33 per cent in the first six months 
of this year over the same period last year. 

HEAVY CONSTRUCTION & ENGINEER- 
ING PROPOSALS in the past week jumped 
33 per cent from the preceding week. 

PRODUCTION OF CIGARETTES during 
the first six months totaled 59,432,526,425 
—a new high record. 

CADILLAC-LA SALLE shipments during 
the first twenty days of July were 116 per 
cent greater than in the same period last 
year. 


Robert R. Smith, 


one of the gold medal winners at 
the N. S. R. A. convention for re- 
tail advertising excellence, will on 
Aug. 15 become advertising man- 
ager of the A. S. Beck Shoe Stores, 
with headquarters in New York 
City. Mr. Smith has been associ- 
ated with the A. H. Geuting Shoe 
Stores of Philadelphia and en- 
virons for the past four years in 
charge of advertising and publicity. 
Prior to that, Mr. Smith was ad- 
vertising manager of the Freed- 
Eisemann Radio Corporation. 

Mr. Smith believes that there is 
great opportunity for young men 
in retail shoe advertising positions 
provided they have the viewpoint 
of the customer and the use of the 
goods in time and in tune with the 


GENERAL TIRE & RUBBER CO. unit sales---—-fashion' news of the day. And also 


for the first sig months were 18 per cent 
ahead of the same period last year. 


WESTINGHOUSE has increased opera- 
tions during the last two weeks and is re- 
calling workers because of a marked gain 
in orders received. 


THE N. Y. TIMES WEEKLY BUSINESS 
INDEX advanced half a point to 74.8, mak- 
ing it the highest point since the first week 
in June. 

GASOLINE SALES in California for the 
first half of the year amounted to 725 mil- 
lion gallons compared with 643 million last 
year. 


SHIPMENTS OF PHILCO RADIOS during 
the Spring were 250 per cent greater than 
in the Spring of last year. 


SIX PRODUCERS OF MOTOR VEHICLES 
—Chevrolet, Studebaker, Pierce-Arrow, Au- 
burn, Durant and Federal Truck—have an- 
nounced that their present plans call for no 
shutdown this year for the usual Summer 
vacation. : 


THE FIRST 44 RAILROADS to report for 
June show a net operating income of $33,- 
000,000 against $28,000,000 for May, an in- 
crease of 18 per cent. 


AMERICAN PETROLEUM INSTITUTE 
estimates that the demand for American 
gasoline, domestic and foreign sales, in the 
second six months will be 3.7 per cent 
greater than in the same period last year. 
Gasoline stocks on hand declined again last 
week. 

THE ASSOCIATED GAS & ELECTRIC 
CO. shows an 18 per cent increase in power 
output for the week ending July 18th as 
compared with the same period a year ago. 


Compiled by Sales Management 





delivery service has been limited to 
articles weighing not more than 50 
pounds will benefit through the in- 
creased maximum weight, placing 
their service on par with that ren- 
dered in zones closer to the pur- 
chasing point. 
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provided they have a sense of art 
proportion and a mastery of words. 
* * * 


etnies of 


capital are diminishing. 

Any man out of a job knows full 
well how soon his reserves of cash 
and credit are exhausted. 

As we now stand 90 per cent of 
our people do not possess enough 


~ 
the 
es 
Vd 
% 


reserves to last them a year with- 
out income. 

Very few people seem to have 
any intelligent appreciation of what 
capital is. Capital is created when 
somebody decides to save instead 
of spending what he has for his im- 
mediate desires. That decision in 
every individual case is made only 
when the results of saving look 
more attractive to the individual 
than the results of immediate spend- 
ing. If a man believes that by sav- 
ing he can receive a good income on 
what he saves from year to year, 
and perhaps a chance for a profit 
proportionate to any risk that he 
may take, he may conclude that he 
will get more satisfaction out of 
using his money in that way than in 
spending it for something that he 
would like to have at the moment, 
and so capital is created. 
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I, Belgium, shoe 


and leather industries rank fourth 
in importance among its industries. 
Production approximates 20,000,- 
000 pair of shoes annually—two 
and one-half pairs per capita. 
Around 80 per cent, 16,000,000, are 
made of leather or part leather, and 
are ensembled by machinery. Only 
three concerns have a larger pro- 
duction than 890 pairs daily so you 
see the output is distributed among 
a number of small manufacturing 
plants. For there are 240 shoe fac- 
tories in Belgium. Of the three lead- 
ing factories the approximate daily 
production is estimated at 1600 
pairs, 1200 pairs and 1200 pairs re- 


spectively. In the matter of shoe 
chain stores two of the important 
factories own 75 and 20 stores re- 
spectively. The domestic market 
has held up moderately well, with 
a decided tendency toward lower 
priced shoes because of a 6 per cent 
luxury tax that has been placed 
upon footwear. 


* * 


Raney hours at retail, 


shorter hours in industry. Is this 


the set-up for the future? The 
world over, the tendency toward 
longer hours at retail is to be noted. 
Merchants in London protest the 
action in Selfridge in increasing the 
sales day until 7 p.m. Alfred J. 
Ruby, Inc., of Chicago and Detroit, 
says: “If you will take the time to 
study out the history of the shoe 
business, you will find one outstand- 
ing feature that is not a compliment 
to the shoe business. 

“By-this I mean a business where 
a man buys many pairs for dollars, 
and peddles out single pairs to make 
pennies. 

“The handwriting is on the wall 
for individual shoe stores unless you 
tell them how to make a profit. 

“Tt used to be, 

“Early to bed, early to rise, 
Work like hell, and advertise.” 
Now it is something like this— 
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Ask Me Another 


—lIs the farmer’s case hopeless? 

—By no means: it’s a generally accepted 
fact that 1931 crops will be produced at a 
lower unit cost because of the better 
yields which are generally anticipated. 

—What beneficial effects will this have? 


—It will mean employment to an increased 
number of people and it will mean lower 
food cost for people in the cities. 


Secs 6 Tee 


President 


“Keep open until midnight, 
Don’t open up ’till noon, 
Make a profit on every pair, 
Or the auctioneer will be in soon.” 


* 


* * 
Walter C. Roose, 


Omaha, Neb., says: “The time for 
‘yellow streak’ salesmanship is very 
much in the past. By this salesman- 
ship we mean the kind of selling 
that has been done by shoe sales- 
people since 1911 or 1912, namely, 
handing out the shoes with no effort 
to please the customer other than 
being nice to him or her. The kind 


of salesperson who has had no time 
to study improvements in his shoe 
stock or who is unwilling to study 
changing conditions in the shoe 
business. That is what we mean by 
a “spineless salesperson.” One who 
is so afraid of a walkout that any 
old kind of a promise will do. “Yes- 
ing” your trade is another way to 
get the money—and—then lose 
them forever. “Today—the art of 
real selling seems to have passed 
on with the men who are now the 
proprietors of large shoe estab- 
lishments. The writer can still re- 
call the time when John O’Connor 
and Julius Goldberg, now of 
O’Connor & Goldberg, were the top 
of their class in salesmenship while 
still salesmen on the floor. Dave 
Davis, who recently passed on and 
was so dear to all of us, once made 
the remark that it was the willing- 
ness to please, to work their quick 
minds, to see a point to the advan- 
tage of making the immediate sale 
that attracted his interest and 
caused him to become a lifelong, 
steadfast friend of these two men 
who have been so eminently suc- 
cessful in the selling of fine shoes 
in the city of Chicago.” 


“Does | want a pair of black kids? Doan yuh get puhsunal, Mistuh Shoe-Man.” 
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The retail salesman who carefully selects the type of 
shoe to be fitted is aiding the sale with minutes saved. 


A mid-western shoe man tried 
out an experiment with the idea of teaching the sales- 
people to become better employees. He had observed 
that frequently glaring errors were made in seeking 
to make a sale, or at least in the attempt to properly 


serve the customers. Careful observation convinced 
him that many sales were lost, or at least 

that more sales would be made possible, 

if the employees were given some prac- 

tical hints and helps. 

The idea was to demonstrate by a 
practical plan how to improve the sales- 
person’s power to become a better sales- 
person. The idea was simple, practical 
and of much value to the individual. It 
was to give a practical lesson during 
an actual sales demonstration. So he 
sought to bring this into existence by 
having another employee—unknown to 
the salesperson—quietly observe a sales- 
man wait on a customer. The entire 
transactior was observed. Then the 
“sales instructor” would approach the 
salesman, show wherein errors more 


Then he tells the customer the leather, 
craftsmanship and balance of ingredients, 
last and purpose of the shoe. 


Getting More 


SHOES 
Sold Right 


How High Grade Salesmanship Can 

Play Its Part by Closing Sales at a 

Profit and Creating a Shoe Conscious- 

ness That Will Mean More Profit Sales 
for the Future 


Vv 


or less serious had been made and how to avoid them. 

Everyone has experienced instances of poor sales- 
manship; of either gross indifference, ignorance or 
carelessness. Any of these are inexcusable, to say it 
mildly. The customer is entitled to every considera- 
tion, and if there is no sale made, let it not be placed 
at the salesman’s feet or lack of ability. Frequently, 
however, this is sadly lacking; the fault too often 
being traced to the management. It is not an easy 
matter to train and retain an efficient salesforce. This 
is easily understood, but the importance of giving it 
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Concentrating on the first 
fitting of the foot so that 
customer comfort is assured 
he may now tell its fitting 
and service values. 


greater consideration is, 
none the less, a matter of 
calling the subject one de- 
serving of serious atten- 
tion. 
One matter that can be 
noted, and one that is very 
frequently lost sight of by 
many salespeople is the 
thoughtlessness, or in this 
case the indifference to- 
ward the customer’s pos- 
sibly increased number of 
purchases. How frequent- 
ly do we see that the cus- 
tomer merely buys what 
he or she has sought. Often this becomes a grave be obtained, but there is little effort made to arouse 
oversight, and it is noted in many stores. The cus- an interest in any other item, very often that will be 
tomers may call for a certain item. The same may [TURN TO PAGE 60, PLEASE] 


When the shoe is on the foot—a pause, a silence to permit the customer time to approve and accept the 
shoe—then when customer stands up to get weight bearing feeling—a suggestion “Let’s try on the other shoe,” 
and the sale is made—this is the technique of a “sales closer” with speed and certainty. 
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We're NOT in _ 
the STORAGE 


BUSINESS 


Shoes Over a Year Old Are EsiAhecchianidie 
with Us—and Out They Go! 


By 
CHARLES H. (Dick) RUNYON 


Manager Shoe Department, 
Daniels and Fisher, 
Denver, Colo. 


, eee in my less rational moments 


I burst forth with the declaration that after all there is only 
one problem in the shoe business—Old Stock! 

Which may not be so far wrong at that. It is certainly no 
trick to sell the first half of any lot of shoes. At full price 
too, which means at a mark up that would show a handsome 
profit—if only the second half could be sold as fast and at the 
same price. 

,. The boys on the floor, if left to themselves, would sell little 
else but new shoes. It’s the easy natural thing to do; it runs up 
the biggest book and draws the fattest commission. 

But the poor boss—ho, hum—he has to do all the worrying 
and scheming about the older stock, or it doesn’t get worried 
about. 

Here at Daniels and Fisher’s we do our worrying in a rather 
systematic manner. To begin with we give every shoe a birth 
mark in the form of a letter showing the season of its arrival, 
two letters a year. 

Then at inventory time we list everything according to stock 
number and season letter. Staple lines that have been reordered 
are listed in the same way, so many G,’s, so many H’s, etc. 

From these sheets the office makes a detailed list of every- 
thing having a season letter over one year old, season letter, 
stock number and quantity.-This-list-is-on-a_pink sheet and is 
referred to as “Ex-Merchandise.” 

The office then requires an inventory every two months of 
this ex-merchandise on the form shown herewith. Thus I 
always know (a) how much old stock is on'hand in each de- 
partment, (b) just what shoes comprise this old stock, and (c) 
how this amount compares with previous years and previous 
months—a measure of my progress. 

The standing orders from the office are that all ex-merchan- 
dise shall be disposed of as quickly as possible. While there is 
no set rule how quickly that must be done, it’s a sorry day for 
the department manager who does not buckle right down to 
the job and make a sizable reduction at every sixty-day in- 
ventory. 

There’s the system. Now, let’s see how it works. 

I can’t explain the psychology of the thing, but I’m here to 
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‘YX’? MERCHANDISE LIST 


Listed from Stock-taking Sheets of Date. 








3elow is listed all merchandise which has been in stock preceding and including season letter. Ae oe 
entory of merchandise listed here must be taken every two months, on date specified below, till same is 


disposed of. 
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testify to the tremendous moral effect of a few figures 
on a piece of paper—when those figures represent a 
duty to be done, combined with a penalty for not 
doing. 

So the first half of the year my department is all on 
edge to wipe out the ex-merchandise of the previous 
inventory. The second half of the year we bend 
every effort to have as little as possible to go on the 
next inventory. 

Frankly, I’ll confess there would be no such effort 
if we trusted to our memory and our intuition as to 
what constituted our old stock and how much there 
was of it. It’s the accurate little tell-tale figures on 
a piece of paper that act as a rentless whip to make 
me merchandise my stock as I should. 

While I am thoroughly in accord with our ex-mer- 
chandise system, the only misgivings I have are about 
absolutely staple merchandise. At every inventory we 
find a few pairs here and there of some of our staple 
sellers that are over a year old. They go on the ex- 
merchandise list and are cleaned out just like any 
other black sheep in the stock. 

Every time that happens (which is every year) I 
go through the same sort of unsatisfactory mental 
argument with myself, which runs something like 
this : . 

“There’s absolutely no sense in slaughtering this 
pair of men’s black calf oxfords, size 10C, just be- 
cause it had the rotten luck to stick around here for a 
year. It’s as staple as wheat in the bin or sugar in 
the sack. The very minute I sell this pair I’ll have 
to order another just like it to take its place. There’s 
no justice in calling this pair ex-merchandise.” 


Then my conscience always 
pipes up with, “Just what is a staple anyway?” 

To which I reply: ‘A staple, confound you, is 
something that sells every day, something you can’t 
get along without, something that never goes bad.” 

And the still small voice laughs, “Well, this pair 
certainly didn’t sell every day and you might even 
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have gotten along without it. It is your professional 
duty to carry an adequate stock of sizes, but you are 
under no obligation to carry anything for anybody 
who doesn’t come in once a year for that thing.” 

Now there’s an argument with which I don’t agree 
—on staples—yet I hardly know how to refute it in 
so many words. I must admit that any shoe a year 
old has lost much of that crisp freshness which goes 
to make new merchandise attractive. 


I: has been looked at, tried 
on and rejected during that year by a good many 
people who were seriously in the market for shoes. 
Then no matter how good I say it is, or how good 
my clerks say it is, or how good the “dope” says it is, 
I have come to the conclusion there must be some- 
thing wrong with that shoe. 

One thing is positive: /’m not in the storage busi- 
ness. Far, far safer then is a system which compels 
me to sell possibly a dozen pairs a little too soon, than 
any system could be that would allow me to carry hun- 
dreds of pairs too long a time. 

Speaking of staples—there’s a danger lurking in 
them we often overlook. -When a novelty has had its 
run it is easy for any shoe man to recognize that fact. 
There is not the slightest temptation to hang onto 
what’s left on the shelf. 

But a staple dies more slowly and often becomes a 
lifeless shelf warmer long before the merchant 
realizes it. And there are usually more pairs involved 
than on a novelty. 

Take the case of men’s brown kid blucher high 
shoes. Once they sold as well as the black, sometimes 
better. But in the last few years they have been grad- 
ually slipping down and out of the picture, so slowly 
I’ll venture many a shoe man has hardly realized that 
the foremost staple of 1926 is now a dead number. 

Our ex-merchandise system keeps a finger on the 
pulse of every staple in the house. It issues a warn- 
ing when a number shows signs of ailing, and it 
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The first test. How much weight will a box toe bear without 

giving way? This hydraulic ram in the laboratory of the Haw- 

thorne plant of the Western Electric Co. measures the com- 
pression in terms of pounds. 


American industry has learned that 
employees not only do more work but do better work 
when the mind is free from the fear of bodily acci- 
dents and other harrassing thoughts. Industrial con- 
cerns also have learned to count the cost of accidents 
and to realize that while State laws require them to 
carry employers’ liability insurance, the insurance 
companies only indemnify the man who is injured 
and do not pay the company’s losses. 

Statistics of the insurance companies show that 
whenever the insurance company pays out one dollar 
in indemnifying an injured employee there are three 
more dollars paid out by the employee and his em- 
ployers as a result of that accident. Sometimes the 
employee loses the big end of that three dollars but 
in the majority of cases, so these statistics show, the 
employers bear the brunt of the burden. 

Small wonder, then, that American industry, not 
only the giant corporations with thousands of em- 
ployees, but also the small concerns employing a 
score or less, are so thoroughly aroused to the need 
of accident prevention. “Correct apparel for the job” 
has become a definite part of this campaign and safety 
shoes take a definite place in the apparel program 
along with goggles, helmets, asbestos leggings and 
numerous articles of apparel. 

To the safety director, upon whose shoulders usually 
falls the responsibility of dictating what shall be pur- 
chased, these things are not merchandise in the sense 
that they are merchandise to the merchant selling them 


THE SHOE 
for 


THE JOB 


How Industry Is Helping to Solve 
Its Safety Problem by Applying 
Scientific Tests to Work Shoes 


By EARL C. LOGAN 


v 


for profit; they are a means to an end—the preven- 
tion of accidents and injury. Safety directors are 
wide awake to the footwear needs of the men under 
their jurisdiction. Their big problem is to find shoes 
that will meet the requirements ; box toes that will not 
soften from perspiration, moisture, oil and grease; 
soles that are non-skid and that will withstand exces- 
sive heat or an excessive amount of oil and grease; 
lasts that have an abundance of toe clearance and air 
space on top of the toes. 

So many of the so-called “Safety Shoes” have not 
lived up to the requirements that the safety directors 
have turned to science for a solution of their prob- 
lems and it is squarely up to the shoe manufacturers 
to produce shoes that will meet these scientific tests. 

The first test usually is to place the toes of the shoe 
under an Olson machine, which measures in pounds 
the compression which the toe will withstand. For- 
merly a box toe that would withstand 300 to 400 
pounds compression was considered good, but stan- 
dards have constantly been raised until at the present 
time most of the larger organizations are not sat- 
isfied with a non-metallic toe unless it will withstand 
700 to 100 pounds compression, or even more than 
that. 

Next usually comes the impact test which consists 
of dropping a weight (usually fifty pounds) a dis- 
tance of two, three, four or five feet. This test is 
made because some toes will show a good test under 
steady compression but shatter or give way under a 
sudden blow. 

Then come oven tests, humidity tests, open-flame 
tests, moisture tests, oil and gasoline tests and even a 
bath of from twelve to sixteen hours in a solution of 
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tartaric acid, which is the nearest coun- 
terpart of human perspiration known 
to science. 

Soles, whether they be oak tanned or 
chrome tanned or composition soles 
with rubber base or cotton impregnated 
with rubber are submitted to scientific 
as well as actual wearing tests under 
various conditions. 

Because non-metallic toes have been 
more or less disappointing some of the 
larger steel plants are experimenting 
with steel toes. 

The general contour of the Munson 
last is acceptable to the industrial worker 
in most lines of industry but the original 
Munson last was designed for army 
wear, where a soft toe is in general use. 
For use in safety toe shoes the original 
Munson is too thin at the toe to pro- 
vide sufficient toe clearance. There 
should be at least one and one-quarter inches between 
the top of the insole and the inside of the box toe 
where the great toe rests. Failure to provide for this 
extra toe clearance has caused both safety directors 
and shoe manufacturers a lot of grief, to say nothing 
of the suffering endured by the men who tried to wear 
the shoes. 

Some manufacturers who have made this error 
have tried to correct it by providing toe raisers for 


Rae Tere ee | & 
sage habe 4 ‘TMels. 


Sixteen hours in a solution of tartaric acid, the closest synthetic 

substitute for human perspiration known to science, demon- 

strates the sweat proof qualities of safety toes and shoe linings. 

Another test made by the Western Electric Company before 
shoes are considered for purchase. 
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Sixteen hours at 90 deg. Fahrenheit with a relative humidity of 90 deg., is the test 
safety box toes must undergo at the Hawthorne (Chicago) plant of the Western 
Electric Co. 


It’s a great game if your toes don’t soften. 


their customers, but once a workman has had his toes 
scalded and blistered or his toe nails bruised until 
they turn black, he naturally fights shy of that make 
of shoes next time, and the safety director has a lot 
of shoes on his hands that he does not know what to 
do with. 


l, should be borne in mind 


that an industrial plant is not in the shoe business to 
make a profit on the shoes nor as an indirect way of 
keeping down wages. Shoes are looked upon as a 
part of the accident prevention program along with 
goggles, safety helmets, asbestos leggings and similar 
articles that render the job less hazardous for the 
worker. Prevention of accidents means prevention 
of loss to both employer and employee. The only 
customers the safety director has are the men back in 
the plant. That is why it is necessary to have “correct 
shoes for the job.” 

Had retail merchants been alert and provided safety 
shoes that were really “safe,” and satisfying to the 
workers, very few industrial plants would have been 
in the shoe business today. 

Safety shoes are a necessity in many industrial 
plants not only in the great manufacturing centers, 
but in smaller cities and towns. There seems to be a 
belief among merchants that there is no market for 
these shoes through retail stores. This is true only 
to the extent that merchants themselves make it true. 

True it is that the larger industrial concerns do 
buy the shoes direct from manufacturers and whole- 
salers and sell them to their employees at cost or 
enough above cost to pay carrying charges. This 
policy has been adopted, not as an indirect way of 
keeping wages down, but because the laws of most 
states make the employer liable for injuries. 
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It Used to Be 
“Salesmen Keep Out'— 


Now Its 


“WELCOME 
STRANGER” 


F the mountain won't come 
to Mohammed, Mohammed must go to 
the mountain. This is exactly the cur- 
rent situation in the relation between 
the supplier of merchandise and the dis- 
tributor. In other words, if the retailer 
won’t come to the market, the market 
must go to the retailer, and that this is 
now taking place on an increasing scale 
is evident from the larger number of 
traveling salesmen who are now on the 
road—and still more are going out. 
In the last few months there has been 
an almost about face in the buying 
methods of retailers, particularly in the 
shoe field. The salesman on the road is 
booking orders and less and less mer- 
chandise is being sold through the sales- 
rooms in the big markets. Buyers are 
coming to market less frequently, but their need for 
replenishments of stocks has not decreased. There- 
fore, the traveling salesman is being given a much 
heartier reception in the retail stores throughout the 
country than he has been given for many, many years. 
Two prime reasons exist for the fact that the retail- 
er is visiting the market less frequently. First, there is 
the matter of expense. Merchandise prices have 
fallen considerably, but the expense of traveling to 
market is still high. In other words, the percentage 
of buying expense, in proportion to the amount of 
goods bought, when the retailer goes to market has 
actually increased. ; 
You needn’t be reminded that the expense of doing 


business is one of the bugbears of retailing at the 
present time. The tendency is decidedly toward the 
curtailment of expense, rather than toward any in- 
crease. 

Second, and perhaps this is a more important rea- 
son for the stay-at-home attitude of the retailer or 
his buyer, is the increased stress placed on actual sell- 
ing of merchandise. The big retail job now is to 
move merchandise—to devise and carry through plans 
that will send more goods out of the store and into 
the hands—or onto the feet—of consumers. The re- 
tailer or buyer feels that his place is on the job, on 
the floor, or in his office, seeing that the sales stimulus 
is kept at fever heat. He can’t afford to take time off 
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to make a jaunt to the market, as pleasurable as such 
jaunts may be. 

All this, of course, means that the door of the store 
is open to the traveling salesman. More and more he 
is being depended upon to bring new merchandise and 
new ideas to the retailer. 

The idea that the traveling man carries with him 
nothing more than his sample case, an order blank and 
a price list is far from the truth now, for in these days 
of “tough” business, the educational side of the travel- 
ing man’s service to the retailer assumes increased im- 
portance. Ideas on merchandising, news of the trade 
which may be valuable to the retailer—all these are 
side lines which the salesman brings to the retail mer- 
chant and passes on without charge. 

“I’m like one of the characters in ‘Huckleberry 


Finn.’ I don’t know nothin’.” 
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In addition to his samples, the 
traveler brings you: 

News of style. 

News of new materials. 

News of new methods of con- 
struction. 

News of refinements in and 
improvements on older methods. 

News of lasts and the types of 
feet they fit. 

News of what’s selling in other 
parts of the country. . 

News of what merchants are 
buying in other parts of the coun- 


try. 


News of price trends. 


The speaker is the head of one of the most success- 
ful mercantile institutions in the East. He has climbed 
to his success on a ladder of practical ideas, at least 
50 per cent of which—and he freely admits it—have 
been handed him on a silver platter by men who 
have come in with something to sell. He is very sel- 
dom “out”—absolutely never “in conference.” He is 
the man in the organization who invariably meets the 
objection “we never did it that way before” with the 
retort: “What the h-ll do I care about how we used 
to do anything.” 

“Just at the present moment,” he says, “we are 
entering a new age. We talk about the ice age, the 
steel age, the age of mechanization and now comes a 
new one—the open-minded age—introduced, as many 
good things are, by desperation. We have tried every- 
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In Profit WE have said be- 
fore and will say 
Is Progress again the term 
7 “gross profit” is a 
useless, meaning- 
less, misleading phrase which ought 
to be ruled out and forgotten. Get 
rid of the words “profits,” either 
“gross” or “net,” when used as a 
measuring stick. If you have an oc- 
casion to refer to net profits, which 
are the only real profits; call them 
earnings. 

One of the fundamental reasons 
why we are in the economic mess 
that we are, is due to the fact that we 
are thinking only in terms of move- 
ment of commodities and merchan- 
dise—and beginning to believe the 
more we move the better off we are, 
profit or no profit. 


We make over 300,000,000 
pairs of shoes and sense a glory 
in increasing production for 
“sweet production’s sake.” Bet- 
ter to move fewer pairs of shoes, 
properly made and _ properly 
fitted, than to just make and 
handle more pairs without profit. 
When there is no profit incentive, 
good men tire of an industry and 
go elsewhere. It may only be a 
penny a pair over and above the 
costs of doing business, but at 
least it is on the right side of 
the ledger. It isn’t the size of 
net earnings, but whether or no 
there is a measure of profit at 
the end of the transaction. The 
profit incentive is not merely one 
motive force among many that 
keep men at work creating 
wealth and thus determining 
standards of living, but the one 
force without which the others 
can scarcely function at all. 


Profits are the heart of business 
life. As a result of our haphazard 
economic thinking we are forgetting 
the necessity of profit as an incen- 
tive to give better goods and ser- 
vices. 

Everyone deplores a periodic spec- 
tacle of millions of unemployed 


men, abundant tools to work with 
and materials to work upon. Invol- 
untary unemployment has _ caused 
enough for the conviction that all is 
not well with the industrial and 
mercantile system. If we could now 
show merchants that for their skill, 
time and capital they can do busi- 
ness and make a slight profit they 
would constantly be in the market 
for wanted goods to render contin- 
uous service to the public. Thus we 
see that profit is the mainspring of 
business effort. 
cating a sharp rise in prices for 
shoes. No merchant ever suffers long 
under the delusion that he controls 
the price at which he can sell a good 
volume of shoes. He soon finds out 
that in filling out his price tags he 
must either guess right concerning 
the action of the public or guess 
again. His cash register lets him 
know when he guesses right. But if 
he will think in terms of net earn- 
ings, he will select goods that have 
a reasonable certainty of sale and a 
minimum of waste in end and clear- 
ance sizes. He will think of his 
business not in numbers of pairs but 
in profit per pair. He will forget 
“gross profits” and think of “net 
earnings.” 


Chart Your EVERY _ skillful 

Course mariner charged 

with a safe and 

> successful naviga- 

tion of a ship uses 

a chart as well as a compass and sex- 

tant in laying out and adhering to 
his course. 

Merchants need charts just as 
much as ship captains and other 
good navigators. To steer a 
straight course to profits they re- 
quire such a chart as appears in 
this week’s issue. It can be lifted 
up an laid down on any stock in the 
store at any time.. To show the 
problems of the goods and prices 
and to indicate what course to fol- 
low in the near future. 

If more businesses were charted 


We are not advo- | 


on such a simple sheet there would 
be less failure, liquidation and bank- 
ruptcy in our business. 

In next week’s issue we hope to 
show how a community can be sur- 
veyed as to the possibilities of that 
place supporting another shoe store. 

In the last issue of the month we 
hope to tell the story of “why cre- 
ate businesses only to destroy 
them?” 

The orgy of multiplying outlets in 
the last few years has magnified our 
present troubles by forcing unneces- 
sary waste in distribution; unneces- 
sary cost of selling; unnecessary dif- 
ficulty for the retailer in making a 
living. Back of it is the crazy hun- 
ger for outlets and the indiscrimi- 
nate granting of credit. Unsound 
credits at the beginning and igno- 
rant and indifferent continuation of 
credit; and the scared and callous 
shutting off of credit at the end. 
Merchants are carried along when 
they shouldn’t be and are killed off 
when they shouldn't be. Time and 
again the records of bankruptcy 
cases show that credit was extended 
by some manufacturer or jobber or 
banker up to the last minute; that 
the merchant was overloaded more 
and more up to the end; that cred- 
itors began to scramble out months 
before so that the other fellow.would 
hold the bag. 

Back of it all is the theory that 
credit means the lending of goods 
to be paid for in the future. As long 
as business acts on that theory, 
credit will be misused and will be 
destructive instead of constructive. 
In credit, too, “money isn’t every- 
thing. With credit must come help, 
planned development. It isn’t that 
there are too many small businesses 
but that there are too many ineff- 
cient businesses. 


New York department stores ad- 
vertise “Prices at Rock Bottom.” 
When the trend turns upward again, 
the public will have a stronger in- 
centive to buy. 
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CUSTOM 
AAA to E 


068 Black Calf 
067 Tan Calf 


018 Black Calf 
017 Tan Calf 


WALL STREET 


AAAA to E 


014 Black Calf 
013 Tan Calf 


COMBINATION 
A to E 


060 Black Kid, Kang Tips 

$060 Same as above, Arch Support Inso 
065 Brown Kid 

080 Black Calf 

085 Tan Calf 


BANKER 
AA to E 


056 Black Kid 
$056 Black Kid, Arch Support Insole. 
046 Brown Kid 


WALL STREET 
AA to E 





> 
50 #% 0170 Black Kid, 
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IN STOCK CATALOG 





REG. U.S. PAT. OFFICE 


HE natural reaction to 

the waning orgy of style- 
and-price madness is toward 
the type of shoe which best 
conserves the comfort and 
health of the foot. 


The exclusive features of 
the Musebeck Double-Arch 
Wear Straight Shoe are not 
alone strong selling points; 
they are stronger re-selling 
points. 

® 


Write us for the inside story. 


SHOE COMPANY 


DANVILLE, ILLINOIS 





Terms: 2% 20 Days, 30 days Net 





ORTHOPEDIC 
AA to E 


070 Black Kid, Kang Tips 
0 Same as above with pont Support Inside. . 


BROUWER 
RESEARCH 





Long Inside Orthopedic Heel... . 


” 93 


POLICE SHOE 
No. 11 
$4.00 


AA to EE 


{1 Black Calf, Long Counter, Viscolized overweight 


double sole, Barbour Stormwelt Police Shoe... .$4.00 


ORTHOPEDIC 
AA to E 


30 Tan Calf, Overweight Viscol Sole 
50 Black Boarded oy a Viscol Sole. 
70 Black Kid, Kang Tips 
$70 Same as above. ‘arch Support Insole 
C70 Black Kid, Cushion Insole 
K74 Heavy Black Kangaroo Viscol Sole 
90 Black Calf 
95 Tan Calf 


COMBINATION 
AA to E 


bd Black Kid, Kang T° 

$60 As above with en Bennert Insole 
65 Brown Kid 

80 Black Calf 

85 Tan Calf 


AA to EEE 


56 Black Kid 
$56 Black Kid, with Arch Support Insole..,.. aa 
46 Brown Kid 4 


STRATE LAST 


A to E 





Fall Shoes for the Modern Miss 


S° "S09 xy 

7h) ANY ,!, ’, Oy 

hy KY AY A ne 
DOOQORL eat 
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Left to right, top of 
panel: Beige and brown 
calf school and town 
shoe; two tone green kid, 
one strap, made on 
grown-up lines, featuring 
the new heel. Below: 
Dark blue kid pump 
made over a full throated 
last with dipped side 
line; ghilie tongue pat- 
tern with concealed gor- 
ing. This high throat 
pattern is a _ favorite 
among growing girls. 


Vv 








By MADAME HAMILTON JEFFRIES 


Fashion Editor , 


C Today's modern miss is following in the footsteps 


of her older sister. Second Empire influence in clothing for grown-ups provides 
the theme song for makers of children’s footwear. 

Baby patterns are no longer in the style picture for our younger children. 
With the new understanding of life, the minds of modern youngsters are attuned 
to current fashions and new types of adornment. 

The acceptance of staple patterns in certain sections of the country has been 
a matter of custom and inheritance, but today, because of travel, moving pictures 
and the open minds of the customers, new ideas and new expressions are being 
featured. 

Children and younger women are wearing their hair. well on the neck and 
draped about the face. Hats have small ornaments and queer little cuts. Dresses 
are more feminine and skirt lines have a new swing and sophistication. Hence 
the different types of shoes. 

Junior clothing is closely following the trends of the grown-ups and a different 
expression of the belted coat is about to be sponsored by such houses as Best and 
Altman. With this trend of Victorian themes comes the. new and different shoe 
for the younger girl. Heretofore the natural elk or tan calf moccasin, sturdy and 
roomy, were the requirements for the everyday school shoe. Today the shoes 
known as flapper types have been translated into the smaller girls footwear patterns. 

Illustrated on this page are four patterns which show the prevailing trend in 
types of fall footwear for girls of high school age. 
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Isn’t This What You Want? 


The Latest Fall Styles IN STOCK All Ways 


























The Salome—1681 Last—16/8 Cuban Heel 


No. R-211—Dull Black Kid, Harmonizing Trim...................+-. $4.25 
No. R-212—Black Suede, Harmonizing Trim 
Ne. R-213—Brown Kid, Harmonizing Trim 
Ne. R-214—Brown Kid, Harmonizing Trim..............-.-.2+eseseee 4.75 


The Gloria 





Built over 2081 last with 20/8 Louis Heel. 
No. R-200—Black Faillette, Patent Trim. .$3.60 
Ne. R-20i—Dull Black Kid, Patent Trim. 4.00 
Ne. R-208—Black Suede, Patent Trim.... 4.50 


The Lois 


Built over 1881 last with 18/8 Louis heel. 
No. R-250—Black Diadem Moire......... $3.35 
No. R-251—White Diadem Moire......... 3.35 





If You Want Beautiful 
Shoes That Sell, 
You Can Get Them from 
DYER & HALL 


QUICK! 


The Edna 





Built over 1881 last with 18/8 Louis heel. 
No. R-209—Dull Black Kid.............. $4.45 
No. R-210—Brown Kid 


Built over 1681 last with 16/8 Baby Louis heel. 
Ne. R-207—Dull Black Kid, Patent Trim.$4.25 
No. R-206—Brown Kid, Brown Patent Trim 4.75 





The Beth 





Built over 1681 last with 16/8 Cuban Heel. 
No. R- a Kid, Brown nine 
Trim 


These Are Just a Few of the Up-to-the-Minute Fall Styles. 
WRITE TODAY—NOW—FOR COMPLETE CATALOG 
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/ DYER & HALL, INC., 


AUBURN 











MAINE. 











ARMSTRONG’S 


CORK COUNTERS 
& CORK BOX TOES 



















POINTED SHOES, TOO, CAN HAVE 


r 







THESE SOFT, 
FLEXIBLE BOX TOES 











THAT HOLD 
THEIR SHAPE 











no compelling reason why — lesed the tue aprings bak to shape, These box 
fpetnted toes choi have rigid, wmyickd §— toes retain thew shape for the lofe off the shoe, 
ing boxse—and there are gual reowne why Specify Armetrong’s Cork Box Toes mest 
they shai’ In marrow wns the font ix time you buy. For a Int uf manufacturers 
suquctatin, Acostsang otark Bom Teeshore Sox Tees tn shetr oes, rite “ew 
©, Hert tote suurr. No ching, ms choling, chs Sees, Laman, Penne, Pde 
not § minute of “breaking 
hie Sete eee Pir tah el tsa, Ask for 
~ +) 
iieccrsmcas; ARMSTRONGS 
Simtieay fre Temassween ees CORK BOX TOES 
ee ee TY 


Mo print of Adeertinewent Appetring tx Book t Sho Rewards — May 20. 69:1 
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wmainly isone of » » » 


» » acquainting the shoe 
retailer with the attractive 
features of our product’ 


So writes Kenyon Stevenson, Director of Advertising for the Armstrong Cork 


Company. 








This company, being one of the largest and most experienced advertisers in the 
United States, is a discriminating selector of advertising media. This fact gives 
double emphasis to their preference for the Boot and Shoe Recorder as a vehicle 


for their advertising messages to the retail shoe merchant. 


They have been steady advertisers in the Boot and Shoe Recorder for nearly 


fifteen years. 





Mr. Stevenson says in part, ‘We are aiming to create retail preference for shoes 
in which the manufacturers use Armstrong Cork Box Toes or Counters, and, sec- 
ond, to influence merchants to specify them in the shoes they order. This par- 
ticular job has been almost wholly entrusted to our advertising in the Boot and 


Shoe Recorder.” 


It is characteristic of the Armstrong Cork Company to stress copy excellence 


and to check the results of their advertising. 








Consequently, we are exceedingly proud and appreciative that Mr. Stevenson 
can so heartily endorse the Boot and Shoe Recorder as a medium for creating 


merchant preference for Armstrong products. 





PE ee ts 


LOOKS ‘LIKE A HARD COUNTER DOESN'T IT? 


¥ 








AFRAID PLAIN TOES WILL WRINKLE-? 










“THESE WILL cor 
pFLEX... YET YOU WON'T 
LEAVE Ye 

A WRINKLE 





























WHEN YOU FLEX 
IT LIKE THIS 








BUT WON'T 








CREASE 


4” ARMSTRONGS © 
CORK BOX TOES F< 


Anat Ber 


id 















'OU'D hardly believe this trim looking thee = Counters 


ave firm enoag’ to hold atyle tines for 
the hfe of the dhe. No epreading or sagging 
Make sure your shoee—rummer weights per 





With sack a counter Fou can show your came 
comers why a shee fe sure to be comforeable from 
the dort day it's ware. There will be ao pinche 
ing of chafiig ot the heel Yet Armetrung «Cork 


Ack fox Armeareng's Cork Coumers by name 


Arch Se, Lincadter, Pearayty ini Predver 


‘Ask for ARMSTRONG'S 





CORK COUNTERS 


fron ase Set Raroapen 
eat Fm Sie Rares, Pep tne 
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A patent leather oxford of the type that some men’s shoe manufacturers are now 
showing in their lines as a possible extra pair proposition. 


With women dressing in the 
frills and furbelows of the Gay Nineties this fall, 
what will the male creature do to inject himself into 
the fashion picture without spoiling it? There are 
indications that sartorially and in our social relations 
we are entering a period in which formality means 
more than it has since the beginning of the war. 

This fall we are going to see more tailed coats re- 
placing the more confortable, but less formal dinner 
jacket at evening affairs and at the theater. The silk 
hat is coming back, and while the frock or cutaway 
may not return as business attire for the man, his sack 
suit is more likely to be of a dark material, with a 
smooth finish and to be more form fitting. The more 
formal touch will be there. All of which leads up to 
the question of shoes. 

Undoubtedly with the greater formality in cloth- 
ing, there will be a tendency toward more formality 
in footwear—the custom last, the smooth leather, 
even patent leather. 

It is not to be expected that men will rush into 
patent leather shoes for street wear this fall, but the 
fashion cards certainly do predict that the opportunity 
is there for the shoe retailer to sell some extra pairs 
in patent, particularly to the snappy dressers who are 
looking for something new. 

Patent leather for street wear for men has been out 
of the picture for many years. With the opportunity 
presented by the swing in fashion this fall, an attempt 
is being made to bring it back. 


~ When Man 
and His 
Clothes 


Go Formal 


—What? 


Are We to Witness a 
Revival of Interest in 
Patent Leather for Dress 
and Other Occasions? 


New York, which is slower to adopt new ideas than 
most of the rest of the country, doesn’t think much 
of the patent leather for street wear idea. New York 
retailers do, however, see the formal evening pump 
in patent coming back with the tail coat. 


In the middle-west and the 
south and southwest, the idea of pushing patent 
leathers for street wear for men has received a more 


favorable reception. Several important shoe mer- 
chants are planning to exploit it rather strenuously. 
It is not expected that it will do more than add a 
few extra pairs to the total business at first, but that 
is worth going after. A hook-up between. the pa- 
tent leather shoe and more formal clothing will be 
necessary in advertising and displaying the shoes. 

The introduction of the patent leather street shoe 
this fall, it is felt in some quarters, will give it an ex- 
cellent start for next spring. Some feel that with 
smooth leathers and even cordovans appearing this 
fall, the step up to patent, the shiniest of leathers, 
will be that much easier in the spring of 1932. 

That the time is ripe to introduce some new idea in 
men’s footwear, or revive an old one, is a fact be- 
yond dispute. While men, in general, are less keen 
to accept innovations in dress than are women, at the 
same time they will accept them, although the change 
is less rapid. Witness the struggles of the shoe trade 
to put over sport shoes for men! It was two years 
before sport shoes finally reached real volume. 
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0. 1536—From the Fall U; 
Deluxe Six Dollar Li ine. Black 


FOR THE MAN ABOUT 


Here are their features: 
Ultimate Style 
Perfect Fit 
Thrifty Prices 
Old, Reliable Firm 


Wonderful Value 
Neat Appearance 


Solid Leather 

Healthful Lasts 

Organized Sales Helps 
Excellent Workmanship 
SATISFACTORY MARK-UP FOR YOU! 


UPTOWNS bring the man back—for his next pair 


ROBERTS,.JOHNSONS RAND 


Branch of INTERNATIONAL SHOE COMPANY 
ST. LOUIS, MO. 
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e has sold over— 


1,000,000 


Bien years 
ago Fred L. Hazelton 
started the first Brown 
Plan Store. That store 
is still in operation on 
the Plan. Recently Mr. 
Hazelton opened a sec- 
ond Brown Plan Store. 


N the 15th day of Septem- 

ber, ’way back in 1915, Fred 
L. Hazelton of Tacoma, Washington, started a 
shoe store on a plan that had never been tried 
before. It marked the first effort on the part 
of a shoe manufacturer and a shoe retailer to get 
together on an absolutely fair basis of mutual in- 
terest. Since that small beginning, the Brown 
Plan has grown to national proportions. Mr. 
Hazelton’s individual business, too, has grown and 
prospered. He put $1,200 cash into the business 
—a partner another $600. The business prospered 
from the very beginning. Some of the profits 
went back into the growing business. Only six 
years after the opening Fred Hazelton handed 
his partner a check for nearly $10,000 to cover 
what the original $600 had grown to be worth. 
That original store, though moved to a better 
location, has sold over a million dollars worth of 
shoes at retail, every pair a product of Brown 
Shoe Company. 

This year, in March, Mr. Hazelton opened a 
second store, a beautifully appointed shop in the 
retail district of Seattle. Needless to say, it also 
is a Brown Plan Store. Business has been good 


Adv. 


This was the first Brown Plan Store, 
It opened its doors to the public on 
September 15th, 1915. 


Below is what the store looks like 
today. Over $1,000,000 of Brown 
Shoes have been sold in this store 
since its opening in 1915. 


from the day of the opening. Photographs on 
this page illustrate the old and the new store. 


Mr. Hazelton naturally is a firm believer in the 
Brown Plan. It gives him the benefit of a central 
organization of retailing specialists who devote 
their time to finding better and more profitable 
ways of conducting a retail shoe store, and help 
Plan retailers to apply these methods. 
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worth of shoes 
and still at it! 


The Plan is open to any retailer of good 
personal character and ability, who has or 
can get a satisfactory location and ample 
capital to finance his business properly. 
Opportunities are open in many cities to make 
established stores more profitable through 
the Plan. In many other cities and towns 
opportunities exist for ambitious young men 
to start a new venture under the guidance 
of the Brown Plan organization. The suc- 
cess that Mr. Hazelton is enjoying is being 
duplicated by other retailers who have 
adopted the plan. These retailers are con- 
vincing proof that, properly organized, the 
retail shoe business is highly _ profitable. 
Whether you own a store, or would like to 
go into the shoe business, talk it over with 
the Brown Shoe salesman or write us direct 


for further information Fred L. Hazelton, the first of the Brown Plan 


retailers. Though operating two successful stores, 
he finds time for recreation. He likes to go out 
into Puget Sound and battle a 20-lb. salmon, or 
into the great Olympics to hunt deer and bear. 


TW Sr.9}9 Gouger 


SAINT LOUIS 


Manufacturers of shoes for everybody for every occasion, 
including BROWNbilt TREAD STRAIGHT Shoes for men, 
BROWNbilt TREAD STRAIGHT Shoes for women and 
Buster Brown TREAD STRAIGHT Shoes for boys and girls. 


The attractive, dignified, well-trimmed windows of the new Interior of the new store in Seattle. Note the inviting chairs and 
Hazelton’s BROWNbilt Shoe Store in Seattle. seating arrangement, the splendid floor covering and the general 
tone of quiet dignity. Here any customer may feel at home. 


Adv. 
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Keep Fall Advertising Interesting 


More Women Buy Fall Shoes AFTER Your Fall 
Opening Than Before—Advertising Must Hold Up 
in Pep and Appeal—Only a Planned Program Will Do It! 


l, the Boot and Shoe Recorder 
of July 18 we said: “Start Fall Advertising Early.” 
We gave suggestions for your preliminary advertising 
and the Fall Opening. The next step in Planned Pro- 
motion for Early Fall is to select Major Promotion 
Ideas for each week until October 30, as the high 
spots for advertising and displays, and to list the 
secondary promotions for the same period. 

You must also decide how you are going to di- 
vide your advertising among various media—news- 
papers, direct-mail, radio, bill boards, car cards, 
etc. Let’s discuss this first and then go back to 
the weekly promotion program. 


With a large appropriation the problem is simpler, 
but the average store has not enough money to use 
all forms. The result is they often switch from one 
to another, influenced by fancy instead of facts. 
Each medium has value if properly used. The suc- 
cess of each depends upon how it is used. All any 
of them can do is to sell you “circulation”—a means 
of presenting your message, together with such 
service as they are prepared 
to render. It’s up to you 
to see that the message is 
timely and interesting, at- 
tractive and forceful. 

For a limited appropria- 
tion a balanced division be- 





ny andar rlonton que 
nAccessories 











tween newspaper advertising and direct-mail is the 
best plan. In each your message can be specific and 
timely. Undoubtedly the percentage of response to 
direct-mail is greater—but the list is limited. A list 
to equal the newpaper’s circulation would be too cost- 
ly. Confined to the customer list, or definite prospect 
groups, with only an occasional splurge to a general 
list, it is economical. 

The newspaper covers those your mailing list 
misses. Most communities have a paper that gives 
good coverage. One sometimes hears local news- 
papers condemned, but a check-up often reveals that 
the store has been guilty of a haphazard program and 
carelessly prepared ads. 

Attractive billboards and car cards are effective re- 
minders when changed regularly. However, they 
need the support of the newspaper and direct mail. 
And how often the message is unchanged, or uninter- 
esting! How often the sign board is dirty and the 
paint scaly! 

Radio can offer so much and no more. A program 
that clicks will create great- 
er familiarity with your ] 
name on the part of the pub- Sees _— Shoes 
lic and good will will be en- 
hanced if the entertainment 
is appreciated. Over one 
hundred million dollars will 











Revealing lhe at 
Smartest Style Themes 
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Black, with celor, is very 
important in the Fall mode; 
many new ceats and coats 








—a point of special interest 
to women who wish to create 
smart ensembles. Correct 
styles for every daytime cos- 
tume make choosing still more 
satisfactory. 

(Description and Prices) 


The Fall Opening windew display is repeated 
to call attention to the removable center panels. 
If you have two panels, one can be in place, while 
the other is being redecorated for the next week’s 
Major Promotion display, to tie up with the news- 
paper ad. A general group of shoes is displayed 
on either side of the Major Promotion display. 


doing second-seasen duty will 
be black. 


Therefore (store name) has 
a splendid collection of black 
shoes in the most fashionable 
leathers and fabrics, in the 
best new models for street, 
afternoon and evening. 
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Ads to Use After Your Fall Opening 


A Few Major Promotion Ideas for Ads and Displays September 15 to October 30 
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Patent and suede — calf 
and suede—kid and suede— 
pinseal and patent—These 
are some of the smart com- 
binations of leathers that 
make the new fall shoes 
blend so beautifully in fall 
costumes. Every truly smart 
phase of the mode is pre- 
sented in our fall collection. 














in These Tr im Sport Shoes 
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Golf courses and country 
side offer glorious days of 
recreation “for those who 
wear appropriate, properly 
fitted shoes. As a spectator 
at the various games, you'll 
want shoes that lend smart- 
ness to your costume— 
(store name) sport shoes as- 
sure comfort and style. 





CONTRAST, says Fashion 
and ShoesMeet the Made 



































For the costume of con- 
trasted dress and coat, there 
are shoes in dark solid 
shades. For the costume 
with just a trim of color, 
there are shoes with dis- 
creet trim of color. This, 
because we know the secret 
of smartness—not to over- 
emphasize color. 








Shoes that Go To 


football Games ana Dances 



































Spectator shoes that will 
go from grand stand to res- 
taurant, with the smartest 
type of costume. Evening 
slippers to wear to the cele- 
bration dance. And, of 
course, both come in a vari- 
ety of stunning styles that 
you can wear with pride and 
pleasure—and comfort. 


be expended for broadcast advertising in 1931, accord- 
ing to estimates for the United States salesmen for 
air entertainment emphasize “good will.” Direct sell- 
ing power is hard to estimate. 

There are many merchants for and many against 
radio advertising. One point that even officials of 
the National Broadcasting Company emphasize is that 
merchants who attempt to translate ether waves di- 
rectly into dollars and cents on the black side of the 
ledger, or those who wish to give it a try “for a short 
time” (in national hook-ups 13 weeks is about the 
shortest contract) had better give up the idea. Nor is 
radio alone sufficient advertising. There must be a 
tie-up to bridge “the gap of forgetfulness.” The 
printed word must support the spoken entertainment, 
according to high opinion. Furthermore, the program 
must be high grade and interesting. It must be ap- 
propriate. A well planned broadcast of style coordi- 
nation, a travel series telling of shoes in foreign 
lands, a series on production of shoes interestingly 
told, or similar subjects would make good entertain- 
ment and tie-up with shoes. But they would cost 
money. Long-winded advertising must also be avoided 
as antagonistic. Yet radio advertising of the proper 
sort is proving productive. The thing to do is to 
avoid disappointment through poor broadcasts and 
not to expect radio to take the place of well-planned 
newspaper and direct-mail advertising. 


Now let’s get back to the planned program for 
women’s shoes during September and October—the 
Early Fall Season. What are some of the high- 
spots that will serve as Major Promotion Ideas? 

Take your Promotion Idea Sheets, made up when 
the shoes came in, and list the ideas which can be 
translated into advertising headlines and feature dis- 
plays. Make a list and star the most important, like 
this: 

BROWN SHOES meet the vogue of brown ac- 
cessories. 

Beautiful black shoes in smart new styles. 

With your tailored costume, the demi-oxford. 

The vogue of combinations finds expression in new 
shoes. 

Play or watch in these trim sports shoes. 

CONTRAST! says fashion; and shoes meet the 
mode. 

Exquisite slippers for October festivities. 

Shoes that go to football games and dances. 

You can’t afford to wear cheap shoes. 

Many niore selling ideas will occur to you. Jot 
them down. Then check (as I have done) those that 
will serve best for Major Promotions, selecting one 
for each week, which will be the feature of your ad- 
vertising and displays. The others will serve for 
smaller ads and lesser displays. Planning your pro- 
motion program properly assured sustained interest. 
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DANIEL GREEN picks the “BEST SELLERS” 


70369... Satin; turn sole. 20201... Crepe; soft sole 70213... Satin; turn sole. 44204... Calf for men; 
To retail at Loll. To retail at To retail at soft sole. To retail at 


$3.50 $3.50 
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FEATURE THE LOLL 


for kitchenette pajama 90209 ... Kid with a turn 


40060... Kid; soft sole. 40217... The patent leath- 

To retail at er Loll; soft sole. To — at wear. It is a soft sole adapta- sole. To — 
4 tion of a Chantal design... 4d 
created exclusively for Daniel 
Green. ITS SUCCESS has 
been quick. No style slipper 

is more important! 
YW@y, 








44232... The Blazer for 94206...A turn for men 70365 ...Velvet; gold kid 70053... Crepe vamp; satin 
men. Kid with a soft sole. To in calf. To retail at trim. Turn sole. To retail at quarter. To retail at 


retail at $4.50 $4.50 $4.50 $4.50 








70060... Moire; satin sad- 60272 ...The Tiffin in two 70396... Satin; gold kid . .- Two tones of 
dle. To retail at tones of crepe. To retail at heel piece and appliqué. To crepe. To retail at 
85 $ retail at 35 8d 




















In Four Volume Price Ranges 


UDGED by a vote of sales, these nationally advertised Leisure Slippers 


are leaders straight across the country. A check of advance fall orders 
proves it. x * x To make your store important, feature Daniel Green 
“quality safe” slippers. It’s the sure move to steady profit with steady 
building. Good times or slow . . . Daniel Green backs you with the big- 
gest advertising campaign in the field. * * * Help yourself to this busi- 
ness. See that your stocks are complete. Then, let your customers know 


that you carry the Daniel Green line! 


DANIEL GREEN LEISURE SLIPPERS 


THE DANIEL GREEN CO., DOLGEVILLE. N. ¥ —-CHICAGO, 29 E. MADISON ST.—NEW YORK CITY, 331 MADISON AVE.—BOSTON., 10 HIGH ST. 
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JUNIOR 


STYLES 


ENTHUSIASM 


over the good looks and extra value 
in the new Natural Bridge line is 
stirring dealers all over the country 
to greater efforts. They are con- 
vincing customers that Natural 


Bridge Shoes are a superior value 
because they themselves know it is 
so. 

Read Mr. Metcalfe’s letters on the 
opposite page. He is but one of 
many who find in Natural Bridge 
Shoes unexpected value—and in 
Natural Bridge policies the fullest 
support which a manufacturer can 
give his customers. 


* 
NATURAL BRIDGE SHOEMAKERS 


Division of Craddock-Terry Company 
LYNCHBURG VIRGINIA 
New England Distributor—MclIntosh Co., Springfield, Mass. 

Pacific Coast Branches 

CRADDOCK-TERRY COMPANY 

San Francisco, Cal. Portland, Ore. 
New York Office—Marbridge Building 
Chicago Office—Republic Building 


* 


ee 
MEN’S STYLES 


Boot AND SHOE RECORDER 
combining THE SHOp ReErTaILer, Aug. 8, 1931 





‘61000 BETTER THAN ANYTHING WE HAVE 
SEEN IN THIS PRICE RANGE” 
Writes Mr. Metcalfe 


ON JUNE 12 
THIS LETTER 


These Radio Stations 

will broadcast the 

Natural Bridge Fea- 
ture Programs 


Cincinnati 
New York 
St. Paul 
Pittsburg! 
Philadelphia .WCAU 
Atlanta wsB 








GOOD TO THE 
POCKETBOOK 
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Plan Window 
STUP, - 
~ HOLD 
and SELL 


Ray Dovell, director of public 


relations of the Melville Shoe Corporation, seated at 
his desk in his busy and business-like office in Fifth 
Avenue, was speaking of window displays. He indi- 
cated a formidable looking metal container in the 
corner of the room. 

“Looks like dynamite,” we suggested. 

“Yes, but of a peculiar kind. Sales dynamite. Six 
reels of stopping power and holding power. It’s a 
motion picture of a new window display in process of 
installation. It has been scientifically developed, 
charted, laid out, plotted, determined, weighed, ap- 
praised, evalued. Every price card, angle, arrange- 
ment, color, pattern, fixture, accessory has been scru- 
tinized coldly and calculatingly in the terms of RE- 
SULTS. There isn’t even a particle of dust that isn’t 
there by intention. 

“A window, to have selling power, must first of 
all have stopping power. This is obtained by some- 
thing unusual or different. But a window also must 
have holding and selling power. Of what good is a 
window which stops but doesn’t hold and sell? Or a 
window which stops and holds, but doesn’t Sell ? 

“Nor is a window a spontaneous piece of work. A 
successful window cannot be decided upon one minute 
and installed the next minute. True, a model show 
window in the display department can be used for 
testing and preparation. But we use the motion pic- 
ture method of recording the process of installation 
because not only will a review of the film bring to 
light certain faults in the methods and opportunities 
for improvements and labor-saving, but it insures 
faithful reproduction of the window in our 400 or 


88 


Displays That 





John Ward shoe windows are scientifically charted, laid out, 
plotted and appraised. There’s a “reason why” for everything. 
Here’s a typical example. 


500 stores. That has proved a big advantage. 

“A photograph of the window may be religiously 
followed by a displayman in another part of the 
country, but the chances are that he will have to 
use his own individual interpretations of methods, 
and will unwittingly inject into it his own innovations, 
thus ruining the harmonious whole of the window. 

Science admits of no deviations. Water is two 
parts hydrogen and one part oxygen. It can’t be 
one part hydrogen and one part oxygen because it 
would then cease to be water. Slight as the revision 
of the water formula may be, it completely changes 
the nature of the results. 

“And it is the same with a scientifically planned 
window. It either has to be followed faithfully and 
precisely, or it must be abandoned entirely. It will 
not do to interrupt the harmony of a window by 
forgetting to point a certain pair of shoes toward 
the entrance, while its balancing pair on the other 
side, is pointed toward the entrance. Or to forget 
a price tag here or there. Or to place two tans side 
by side when the plan originally intended a black to 
intervene and break up the monotony and contribute 
to the pattern. 

“Also, those details of getting the shoe into its 
finest appearance for the scrutiny of observers, can 
be worked out for the benefit of absent display men 
who are not entirely expert on the proper stroking, 
shaping of the leather. Many things can be taught 
in books, but the ‘seeing’ method of learning is sec- 
ond only to the ‘doing’ methods. A window may be 
installed in approximately two hours with the as- 
sistance of charts and worked out details.” 
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(Prado) 


The basic brown of retail stocks in all 
localities. 


Cus Mo 1 


A deep shade to complement the new dark 
browns. 
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champles by request to .| 1702 -100 Gold rect, (New York 
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Setting footwear by the clock 
is nothing new, but Mary Hulst, free lance advertis- 
ing writer, has shown in the windows of Napier’s 
Booterie, Omaha, how it can be done in a new way. 

The styles suitable for the well-dressed woman to 
wear each hour of the day were shown, with a clock 
face indicating the hour they were acceptable in good 
society. There was one little group with the clock 
indicating 7.30 a.m. Of course these were for morn- 
ing or home wear. This was followed by the clock 
indicating 9 a. m. and here were the sports shoes. 
When the clock reached 11 a. m. you found the shop- 
ping and street shoes displayed. And the footwear 
to be used at luncheon hove into view when the clock 
face indicated 1 o’clock. 

Of course the fashionable woman must display 
dainty footwear when she steps out to tea and those 
suitable were displayed in another part of the window 
under the time indicated. And formal wear for the 
evening, or after 7 p. m., brought out the very finest 
of the stock in many different smart patterns. All in 
all the elect in modern society must carry twenty-two 
pairs of shoes and slippers to insure that she is prop- 
erly dressed at all times. 

The method was unique and brought out much 
favorable comment from the very class for which it 
was meant. The society lady and her daughters came 
downtown at shopping time just to view the window 
and stayed to purchase. Sales were boosted consider- 
ably above the average during the week of this dis- 
play. 

Not only did Mrs. Hulst furnish the idea for the 
window, but she assumed charge of all advertising 
for Napier’s. While the shop is one seeking the bet- 
ter trade of the city, equal efforts are made by mail to 
gain the better clientele of the country territory. To 
do this Mrs. Hulst sends out a small booklet tastily 


40 


Personalized 
Shoe 
Campaign 


Succeeds 














printed, cataloging about fifty styles in stock. This is 
followed by a special invitation to visit the store on 
certain days in the very near future. Two of the 
small folders used in January, 1930 and 1931, are in- 
closed here and photos show the general idea fol- 
lowed. Results are always secured by one of these 
special efforts. 

Probably the most successful advertising ever 
staged by Mary Hulst for the Napier Booterie was 
that devoted to boosting sales of footwear for the 
Junior League of Omaha. A window display of a 
week was used at this time. Twelve women were 

[TURN TO PAGE 60, PLEASE] 
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BRING A 

NATION-WIDE 

CALL FOR RELIEF 

TO TIRED, PERSPIRING FEET 


Long continued hot weather always results in an increas- 
ing demand for comfort footwear. During the balance 
of summer and early fall women in all walks of life 
more than ever appreciate the restful ease to tired feet 
that good comfort shoes can offer. 


Why not take advantage of this extra sale occasion by 
concentrating on Constant Comfort footwear? See that 
your stock of styles and sizes is adequate to give one 
hundred per cent service. Send your mail orders to 
TURN SHOE HEADQUARTERS OF AMERICA AT 
AUBURN, MAINE, OR SAINT LOUIS, MO. 


CONSTANT Many smart merchants throughout the country have 
built lasting Le agg — on our line of 
Constant Comforts. You can assured of our co- 
COMFORT operation in making the most of the present situation. 
. .- Constant Comforts Build Additional Profits for You! 


AULT-WILLIAMSON 
“A Foot of Comfort SHOE COMPAN Y 


Means Miles of Happiness 
AUBURN, ME. ST. LOUIS, MO., 416 North 12th St. 
(Factory and Instock Dept.) (Instock Dept.) 


SHOES 


* 





No. 182—Black Ruby Kid; Five —Black Ruby Kid; Five 
No. 645—Black Ruby Kid; Stock Eyelet Tie; 13/8 Heel. Instock No. 112—Two-Strap, Plain Toe Beet ie; 13/8 Heel. Instock A 
Tip Oxford; 10/8 Heel. ‘Instock A, B, C, D and 7S Auburn; AA, Sandal; 12/8 Heel. Instock B, C, C, D and E at spe: AA, A, 
B,C, D, E A. B, CG D, and EE D and “E at Auburn; 5H BG aap at Be. 
Price $2.50 . Louis Price $3.00 
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BU TY 


Since LINCOLN 
Was President 


“Honest Abe’”’ was in office when 
the first unit of the present Shoe Lace 
Company began business. The tradition 
of quality and uniformity established 66 
years ago has been jealously maintained. 
Controlling production from raw cotton 
to the finished lace we can assure you 
standard quality in laces for every type 
of shoe in every grade. Manufacturing 
economies due to complete supervision 
during every step of manufacture make 

















possible the present values. 








THE JOSCO FABRIC TIP 
—a small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 


SPINNING ROOM 


Tips may be either fabric, met- 
al or celluloid. We recom- 
mend the recently perfected 
JOSCO FABRIC TIP. 


is. Lace Company, Ltd. 


it the proper rigidity and en- 
durance. We guarantee the 
JOSCO FABRIC TIP to out- 
Jast the lace in ordinary use. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 
SELLING AGENT 





UNITED SHOE MACHINERY CORP., BOSTON, MASS 


I 














Boot aNnD SHOE RECORDER 
combining THE SHop Reraiter, Aug. 8, 1931 





con 





RAJAH 
CELULITE’ 


IS 
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OC 











TO THE 
FOOT 


HE advantages of coolness 
in sport soles are evident. 
Sport shoes are worn prin- 
cipally during warm 
weather when feet are subject 
to heating more than at any other 
time. So comfort must be the 
predominant selling appeal for 


sports wear of all kinds. 


Rajah Celulite keeps feet cooler 
and more comfortable by actual 
test. 


This unexpected comfort is of 
great interest to merchandisers 
of active and spectator sport 
shoes—a definite sales advantage 


that the wearer can understand. 


*Formerly RAJAH SPECIAL 


ALFRED HALE RUBBER CO. 
NORTH QUINCY, MASS. 


ESTABLISHED 1837 
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to observe how many parents appreciate the barefoot comfort 
of shoes made of Elko or Deerskin. The number increases 
each year as the permanent pliability and durability of these 
Northwestern leathers make new friends . . . and hold old ones. 


NORTHWESTERN 
LEATHER 
COMPANY 
TRUST 


OTHER NORTHWESTERN y W.L. I. * KITCHENER * RUSSIDE x Sootan eoston 


LEATHERS 


Newtan SMOOTH SIDES RUGBY Elk Sides 
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WANTED? 


BY PLENTY OF MEN— 
BETTER SHOE VALUE AT § 


Most men who are temporarily won 
away by “price merchandise” come 
back all the more positively for real Fall you will find a broader and better 
shoe value at a fair price. summing up of essential styles and 
smart novelties—built on established 
Crossett sales for the past season and Crossett honor principles. 

the coming one again confirm by their 
constant healthy increase, this oft 
proven fact. 


And a stock service enlarged in style 
scope—out to beat its already notable 
record for instant and complete ship- 


In the Crossett and Lewis “line up”’ for ment. 


“More men see in 
today’s dollar an op- 
portunity to get a 
fuller dollar’s worth 
—rather than lowered 
quality at lower price 
—and they make the 


real customers.” 








CROSSETT SHOE CO. 


To Retail FACTORY AT AUGUSTA, ME. 212 ESSEX STREET, BOSTON, MASS. To Retail 
Coas tativ 
$6.50 - $8.50 A. F. Medine, oe sdlatiees een, Los Angeles $5.00 
Chris E. Nelson, Hotel Gowan, Seattle, Wash. 
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LAC I-and how! 


FOR LADIES’ SHOES 


All blacks are black—but some are blacker . . 
and the blackest? Why, that’s OHIO black, 
found in Jetta, Jetta Mat, and Kozy Calf. 


Put a lot of different black calf leathers 
together and you can easily tell which is OHIO 
black. There’s a depth to it—not a mere 


surface black, but one that goes deep. 


g OHIO 


ILEATHIER Coz 


GIRARD OHIO 
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NATIONAL NEWS 


>» HOW’S BUSINESS? < 


Shoe Price Advance Unless Hides Drop 


Cuicaco—“Unless there is a change 
shortly in the hide market shoes will 
have to go up in price,” says George 
Hansen of the Chicago office of Inter- 
national Shoe Co. “Factories are nec- 
essarily limiting production while 
leather costs and shoe prices remain as 
they are now. 

“We have a number of customers 
who, in anticipation of this, placed 
their fall business earlier than they 
otherwise would. It will be necessary 
to have school shoes and staple styles 
in men’s and women’s shoes in the 
house by the end of August. Ordering 
now will afford assurance to the re- 
tailer that he will have the shoes when 
needed. 

“If he waits till the latter part of 
August or first of September to place 
his fall order, he probably will not get 
the shoes he wants. Should the hide 
market keep up there likely will be a 
shortage of shoes by that time. 

“In women’s shoes black kid is still 
the favorite, and with this a dark gray 
trim is popular. Patents have shown 
an increase. One of the leathers now 
trying to come forward for fall is 
brown patent. As yet we’ve had little 
chance to test its strength, but there 
has been some demand for it. 

“In men’s oxfords—and this is true 
also of boys’ and growing girls’—pig- 
skin is taking the place of Scotch grain. 
Plain calfskin is safe all the way 
through in men’s and women’s. Brown 
is safe in kid and calf.” 

Pontiac Shoe Mfg. Co., Pontiac, IIl., 
have been working overtime for the 
past four weeks. The factory has been 
running evenings and Saturday after- 
noons. J. E. Legg, president, states 
that there are enough orders on hand 
to continue for another sixty days. The 
firm makes women’s welts and Compo 
welts. 

Cole, Rood, Haan & McGregor, Chi- 
cago, makers of Selz Shoes, have run 
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ahead on sales all through the year ac- 
cording to C. Trafton Cole, who states 
that June was the biggest month the 
firm ever had. “Our top grades, retail- 
ing around $8, now constitute over fifty 
per cent of the business,” said Mr. Cole. 
“The gain in this grade is phenomenal. 

“The fall business placed so far is in 
fair volume, but mostly on staple styles, 
wherefore I wouldn’t venture any style 
predictions other than that narrower 
toes are here to stay.” 


Directs Merchant Service 

CoLUMBUS, OHIO 
—A 16-page sec- 
tion in rotogravure 
devoted to the ac- 
complishments of 
the H. C. Godman 
Company, the 
styles and _ types 
of shoes manufac- 
tured by the firm, 
including the Si- 
en-tiffic line, and 
the types of ser- 
vice rendered by 
its various depart- 


Karl W. Kurtz 


eee] SUNDAY 8 JOURNAL 
He 


T uy a 
Nt RSL H.C.GODMAN 








ng 


EVERY WEEK 


ments, was a feature of the Ohio State 
Journal of Sunday, July 12, and occa- 
sioned much interest among readers of 
that publication. Manufacturers of 
materials used in Godman shoes coop- 
erated in the section. 

The section was prepared under the 
direction of Karl W. Kurtz, manager of 
the advertising and dealer service de- 
partment of the Godman company. One 
portion of the section featured the ac- 
tivities of the dealer service depart- 
ment, which is conducted for the pur- 
pose of assisting retail shoe merchants 
with their merchandising problems. 

This department includes a window 
display studio, in which well-arranged 
windows are planned and developed 
and from which timely suggestions and 
instructions for store and window dis- 
plays are sent to Godman dealers each 
month. 

Definite plans for retail shoe mer- 
chandising and advertising are also 
formulated to meet varying local con- 
ditions. Included in this service are 
plans for newspaper and direct mail 
advertising, folders, leaflets, window 
display cards and a complete line of 
novelties for special sale events. 


Predicts Fall Revival 


NEW ORLEANS—If the present de- 
pression follows the course of that of 
1921, a sudden revival of business will 
occur this fall, according to a business 
analysis finished by H. C. Berckes, sec- 
retary of the Southern Pine Associa- 
tion, representing an industry whose 
annual business runs far into the mil- 
lions. 

“The 20 factors that marked the 
state of the 1921 depression just before 
a tremendous business revival began 
are repeated now,” he said. “Resources 
were average crop yields, stabilizing 
prices, easier money terms, lower wage 
rates, stronger bank reserves, fewer 
business failures, small stocks of mer- 
chandise, more efficient transportation, 
plentiful raw materials and less self- 
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delusion regarding conditions. The 


same conditions exist now. 

“The liabilities were smaller volume 
of business, prices either too high or 
too low, taxes high and uncertain, ex- 
cessive labor costs, wasteful manage- 
ment, too many business failures, re- 
duced foreign business, expensive 
transportation, unsettled tariffs and 
too much government in business. And 
these conditions exist now. That busi- 
ness revived so suddenly, despite these, 
augurs a similar revival following the 
present depression.” 

The study was prepared from data 
of the American Academy of Political 
and Social Science for’ presentation at 
a meeting of the pine body. 





Wisconsin Merchants Meet 


Fonp pu Lac, Wis.—The eighteenth 
annual convention of the Wisconsin 
Shoe Retailers Association opened with 
luncheon on Monday of this week, 
President B. J. Friedl presiding. Ruth 
Kerr, of the Calf Tanners Association, 
and Rhea Nichols, of Allied Kid Com- 
pany, gave interesting style and color 
outlines for autumn which resulted in 
round table discussions participated in 
by many of the hundred present. 

Max Lau presented the advantage to 
merchants of correct fitting of shoes 
for building up business. Otto G. 
Egelhoff spoke in favor of a gross sales 
tax which is being proposed in the 
state legislature as a sound method of 
tax equaliziation. 

The banquet on Monday night was 
well attended by merchants who had 
every appearance of prosperity. The 
guest speaker, Congressman M. K. 
Reilly, ably marshalled statistical data 
indicating that the machine age, al- 
though it has resulted in every one en- 
joying material comforts known to but 
a few several decades back, has re- 
sulted in the present unemployment 
and proposed as the way out of the 
depression shorter hours and old age 
industrial insurance. 

Frank Larkin declared that prosper- 
ity of merchants is assured by featur- 
ing nationally advertised lines if the 
demand for same is fully capitalized by 
using the dealer help material manu- 
facturers of such lines supply. B. C. 
Bowen, vice-president of BooT AND 
SHOE RECORDER, offered the prediction 
that youth and new methods wil point 
the way out so that in two years the 
country will again be “whooping it up,” 
even the older business men by that time 
having liquidated the mortgages placed 
prior to ’29 on incomes, so that they 
will again exert an influence on buying 
power. 

There were 31 lines of shoes on dis- 
play and a fair amount of buying, the 
majority of the merchants present be- 
ing cheerfully optimistic. 





Retail Sales Increase 


New YorkK—The August Monthly 
Review of Credit and Business Condi- 








New York contained the following 
items on department and chain store 
trade. 

“Sales of reporting department 
stores in this district during June were 
slightly larger than in the correspond- 
ing period of last year, following the 
large decrease reported for May. The 
more favorable comparison of sales 
with those of a year ago was due 
partly to an extra selling day in June 
of this year, but after adjustment for 
this the daily rate of sales showed the 
smallest decline from a year ago since 
March. Increases in sales over June 
of last year were reported in New 
York City, Newark and Westchester, 
and the declines reported in the other 
sections of the district, ranging from 1 
per cent to 12 per cent, were generally 
the smallest in recent months. Sales 
of the leading apparel stores showed 
an 8 per cent decrease from last year, 
a smaller decline than in either of the 
two previous months. For the first six 
months of 1931, the department store 
sales showed a 6.6 per cent decline 
from 1930, and apparel store sales a 
decline of 8.6 per cent. 

“Stocks of merchandise on hand at 
the end of June, valued at retail prices, 
were even further below the level of a 
year ago than in May. The rate of 
collections on charge accounts during 
the month was slightly lower than in 
June, 1930, but compared more favor- 
ably with a year ago than in May. 

“Net sales of shoes in department 
stores showed an increase of 0.6 per 
cent as compared with June, 1930, ac- 
cording to the report. Stocks on hand 
are 24.1 per cent lower. 

“Total June sales of the reporting 
chain stores showed an increase over 
the previous year for the first time 
since May, 19380,” says the review, “but 
after adjustment to a daily average 
basis they again showed a small de- 
cline from those. of last year, which, 
however, was smaller than in the pre- 
vious month. Sales of ten cent chain 
systems increased almost 5 per cent 
over the previous year, following a de- 
cline in May of about that amount. De- 
creased sales continued to be reported 
by grocery, drug, shoe and variety 
chain organizations, but the declines 
were considerably smaller than in May. 
Sales of candy were reduced more than 
12 per cent in June, following a slight 
year-to-year increase in May. The 
January to June sales of the chain 
store organizations showed an average 
decrease of 2.8 per cent from last 
year; declines ranged from less than 
1 per cent in the case of the ten cent 
store chains to 12 per cent for the shoe 
store chains.” 


Production Up 


LoGAN, OHI0O—Further increases in 
employment at the Logan plant of the 
Cincinnati Shoe Company are an- 
nounced. More than 120 employees are 
now on the payrolls, and it is planned 
to still further increase the production 





tions by the Federal Reserve agent at 





Hides Down 70 to 80 Points 


‘NEw York — During July raw hide 
futures prices moved irregularly dur- 
ing the first half of the month, but a 
subsequent downward movement en- 
sued and on July 31 the list showed 
net losses of from 70 to 80 points, in 
the second most active month in the 
history of the Exchange. 

The marked increase in participation 
in hide futures trading was coincident 
with an active demand for leather 
stimulated by the continued broadened 
activity in the shoe industry. The 
large movement of leather coupled 
with a drop in the movement of hides 
into sight has noticeably strengthened 
the statistical position of the hide and 
leather industry. 

Regardless of the sound conditions 
existing within the industry, however, 
external factors such as the European 
situation has entered into the picture 
and to a certain extent have tended to 
offset the favorable developments in 
the hide and leather situation. 





Selby—8,000 Pairs Daily 


PORTSMOUTH, OHIO — Business with 
the Selby Shoe Co. is still on the up- 
turn with the daily output now more 
than 8000 pairs. This schedule has 
been maintained for almost two months 
and indications point to a continuation 
of the brisk business. Orders from 
salésmen in all sections are very grati- 
fying, it is announced. 


Dickerson Output Up 


CoLuMBus, OHIO—L. F. Rinehart, 
secretary of the Walker T. Dickerson 
Shoe Co., reports that production at 
the plant on Front Street here is at 
the highest point in the history of the 
company. The daily output is 1200 
pairs, and that schedule will be main- 
tained at least until after the middle of 
September. The cutting room is espe- 
cially busy. 

Mr. Rinehart reports that for late 
fall and early winter black will be the 
foremost color. Black kids will pre- 
dominate, although black suedes will 
also be important. Brown kids and 
suedes will have a rather important 
place in the lines, while in reptiles alli- 
gators will be the principal leather. 
There will be quite a number of all-alli- 
gator and also alligator and_ kid 
trimmed effects. He says that one- 
strap effects will predominate by a 
large margin. 


Fourth McAn Buffalo Unit 


BurraLo, N. Y.—James Curley, dis- 
trict supervisor for the Thom McAn 
retail footwear chain, announced a 
fourth local unit will be opened in Buf- 
falo at 450 Main Street in the store 
formerly occupied by the Traveler Shoe 
Co. The Thom McAn unit has ac- 


quired a long-term lease on the new 





at the plant. 
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You cant see it— 


BUT IT’S OUR MOST 
VALUABLE ASSET! 


F you cut apart a pair of TRUE STEP shoes you would 
find several of our assets, but you wouldn’t find the 
most important. It is invisible—hidden. You couldn’t 
even see it if you visited our plant—but you would see 


the thing that makes it possible. 


Our plant is small enough that we can change our models as 
quickly as fashion dictates and flexible enough that we have never 
been forced to standardize our trade relations. Asa result, we have 
built up a close, personal relationship with our dealers. We know 


what type of shoes each one wants—what he can sell. 


It is this fine relationship which we consider our most valuable 
asset. It has enabled us steadily to increase the size and num- 
ber of our retail accounts. It is the one thing which has proved 


most effective to both our dealers and ourselves in building and 











maintaining volume—at a profit. 


: TO RETAIL AT $3. 4. Qebondon— 


ROBINSON-BYNON SHOE COMPANY 
Auburn, New York 


Triumph Spectator Pump 

This freshly Styled modelis avail- 

ableintwo-tonebrown calf, andin 

black or brown suedewith match- dup! 

-ing calf trim. Widths AAA to D. 
Our new Fall Catalogue is now 


ready. Send for your copy. 


PRESIDENT 
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Men’s Shoes 
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NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 







Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 


















Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 

































Richards & Brennan Co. Randolph, Mass. 























EAST WEYMOUTH.MASS. U.S.A. 



















In Stockh Service Box 
F, M. HOYT SHOE CORP. 
@smus orm. 56. Manchester, NH. 
























“A MAN’S DECISION” WELp 


THE A, 


Boston—183 Essex Street Shoe Co. 
N. Y.—915-917 Marbridge Bldg. , 


| BD, 


().. A. PACKARD CKARD CO., Makers 





















































» ABOUT PEOPLE ¢ 


Prizes for Memberships 


MINNEAPOLIS, MINN.—Sale of mem- 
berships in the Northwestern Shoe 
Retailers Association is to be speeded 
up through offer by the association of 
$300, of which $100 goes to traveling 
salesmen and the remainder to ten re- 
tailers who are registered members. 
The award will be made at the closing 
dinner of the convention, Jan. 20, 1932, 
in the Hotel Saint Paul, St. Paul, Minn. 
The award of prizes to the traveling 
men will be based on figures the day 
the convention opens, Jan. 18. The 
first prize of $25 is based on a minimum 
of ten memberships closed by a travel- 
ing man. The award slides down as 
the minimum diminishes. The tenth 
prize is $2.50. 

The first prize to a retailer is $50 
and the tenth is $5, being graded down 
for the intervening numbers. Retail- 
ers in five states are eligible. 

Committees for the convention are: 
Registration—C. A. Kilbourne, Minne- 
apolis; A. S. Johnson, Sioux Falls; 
Frank Jaques, Des Moines. Program 
—Joe Langley, St. Paul; E. A. Rice, 
La Crosse, Wis.; H. S. McIntyre, Min- 
neapolis. Convention Promotion—W. H. 
Gernes, Ames, Iowa; J. C. Muenzer, 
Fergus Falls, Minn.; W. T. McHugh, 
Wahpeton, N. D.; A. P. Johnson, Sioux 
Falls; J. B. Haraldson, La Crosse; 
H. B. Patterson, St. Paul; Henry 
Thorson, C. H. Kennett, A. W. Luft, 
G. S. Sanders, Minneapolis. Nominat- 
ing—O. J. Benton, Austin, Minn.; 
J. C. Muenzer, Fergus Falls; Ernest 
Westbury, Iowa Falls. Luncheon and 
Banquet—Joe Langley, St. Paul; EI- 
mer York and M. S. Ellenstein, Minne- 
apolis. Auditing—Otto Wieseke, Min- 
neapolis; Max Steinbauer, Winona, 
Minn.; E. L’Esperance, Grand Forks, 
N. D. 


Fish Promoted 


ATLANTA, GA.—Hillman Fish, man- 
ager of the Baker Shoe Store, at 69 
Whitehall Street, S. W., has been pro- 
moted to the position of sales manager 
for the southeastern stores of Edison 
Brothers, Inc., it has been announced. 
Mr. Fish became connected with the 
Whitehall store of the Baker Shoe 
Company in 1922 and, with the excep- 
tion of a short time spent in the Louis- 
ville store of the company, has spent 
all of his time in Atlanta. He suc- 
ceeds M. E. Bock, former sales man- 
ager, who was recently moved te San 
Antonio as manager of the southwest- 
ern stores of the firm. 





Carlat Suburban Store 


Kansas City, Mo.—C. A. Carlat, 
owner of a shop on Petticoat Lane, 
will open a women’s outlet shoe shop at 
3127-29 Troost Avenue about Oct. 1. 
This will be Mr. Carlat’s first suburban 


shoe shop. 
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insurance Payments 


PITTSBURGH, Pa.—The estate of the 
late David F. Petty, for many years en- 
gaged in the retail shoe trade in Pitts- 
burgh, operating stores in the down- 
town and East Liberty sections, was 
paid the sum of $297,658 by life insur- 
ance companies. The amount was one 
of the largest paid here to a business 
estate in recent years. 

The estate of Joseph B. Shea, for 
many years president of the Joseph 
Horne Company, department store, 
was paid $250,000. 





VanDeventer Firm Incorporates 


BuFFALo, N. Y.—The VanDeventer 
Shoe Co. has been incorporated with a 
capitalization of $30,000 to take over 
the retail footwear business conducted 
at 382 Main Street by J. Fred VanDe- 
venter. Other members of the new 
firm include C. De Forest Cummings 
and Myrtle C. Ritter. Mr. VanDe- 
venter will continue to be the active 
head of the firm. 





» TRADE DOINGS <¢ 


Seek Lower Freight Rates 


MILWAUKEE, WIS. — Milwaukee shoe 
manufacturers will request a reduction 
in railroad rates on shoes shipped in 
less than carload lots from Milwaukee 
to Pacific Coast points, at a hearing 
before the transcontinental freight bu- 
reau in Chicago, local manufacturers 
have announced. Kepresentatives of 10 
local factories will attend the hearing 
and are expected to be joined in the 
plea by Chicago manufacturers. The 
Milwaukee Association of Commerce 
will also be represented. 

The present rate is $3.75 a cwt. on 
LCL shipments and a reduction to 
$3.25 is urged. For years middle west 
industries have complained about high 
rates which prevent successful compe- 
tition with manufacturers in other sec- 
tions of the country. The Atlantic 
coast factory can ship to Pacific coast 
points at around $1 per cwt., compared 
to the $3.75 rate here. It costs the 
Milwaukee shipper around $2.40 per 
cwt. to ship shoes east to Philadelphia 
by rail and then by water to the west 
coast, involving a combination rail- 
water rate that takes considerable time. 

East coast shippers can transport 
their goods for less than half of what 
midwesterners pay, even though they 
have twice as far to travel in reaching 
a coastal market. Wisconsin shippers 
have long been in favor of the rail car- 
riers charging a lower rate for coastal 
shipments than to intermediate points, 
a change which the commission has re- 
fused to allow. In 1927 the shoe manu- 
facturers were successful in having the 
rate on shoes to Pacific Coast points 
dropped from $4.41 per cwt, to the 
present scale of $3.75. Because of the 
difference in eastern and midwest 
rates, Wisconsin manufacturers have 
had difficulty developing a far west 
market. 
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NU-MATIC 
FEATURES: 


Nail-less heel seats. 
Spring steel arches. 
Smooth insole. 
Extreme pliability. 
High grade shoemak- 


ing. 

Left and right oxford 
quarter patterns. 
15 numbers in stock. 
First quality Calf, Kid 
and Kangaroo leathers. 
Retail prices mostly 


$6.50. 
Advertising helps and 
merchandising co- 
operation. 








THE MEN’S BUSINESS 


IS NOW EASY TO CET 
—EASY TO HOLD 


WALK ON AIR!— 


that’s the way it actually feels. 
How delightful! 
How refreshing! 
Here’s how it works: 


The NU-MATIC Shoe relieves your 
feet of the duties of a pile driver. It 
saves the jars and jolts and shocks of 
eternal STANDING —WALKING — 
POUNDING — HAMMERING — 
BATTERING—all day long—on hard 
floors and unyielding pavements. 


Instead you walk on a SOFT, 
YIELDING, RESILIENT cushion. 

A cushion made of pure sponge rub- 
ber that retains its FULL SPRING- 
INESS throughout the life of the shoe. 
(The live rubber never packs or 
bunches up.) 

A cushion that is ALWAYS COOL, 
because no compounds are contained 


512 W. Florida St. 







NU-MATIC 
HEEL 
ARCH 
BALL 



















FEEL 
the response 
under the 
oot 







in the pure sponge rubber to draw or 
heat the foot. 

IMMEDIATELY — upon putting 
on NU-MATICS—you are relieved of 
hot feet; tired, aching feet; calloused 
feet; of limping and wincing. 

You walk with new zest, new pep, 
new energy. 


For the NU-MATIC Shoe BUOYS 
YOU UP! 


You are conscious of this AT 
ONCE. 

Men rarely change from NU-MAT- 
ICS. 

Once worn, it is difficult to find 


supreme foot comfort in any other 
type of footwear. 





PEP UP YOUR MEN’S SALES WITH 
NU-MATICS! 


A most unusual selling proposition and 
plan for good-rated merchants. SEND FOR 
CATALOG. 











NU-MATIC SHOE CO. 


Manufacturers of the NU-MATIC Shoe for Men 


CONSTRUCTION PATENTED - PAT.NO. 1807401 





MILWAUKEE, WIS. 








WALK ON AIR | 


U. S. Pat. No. 1807401 


Patented in the United States, Canada, Great Britain, Germany, Czecho-Slovakia. 
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WHERE TO BUY 


Women’s Shoes 


i nied 





HAND TURN PUMPS 
PATENT OR CALF 
19/8 HEEL 
AA TO C, 2% TO 8, $4.25 
In Stock 
ROTH SHOE CO. 
Manufacturers 
52 N. Fourth St. 
Philadelphia 








FOR a} 
EBBERTS SHOE CO., INC. 
. 8 


THE JOHN 
IN Buffalo, N. Y TOCK 











WHERE TO BUY 
Spats 


1 ial eile aia elie cal 


Pe B® ac? hie fr V prr@ bic spe pc 


BOND STREET 


Deckages, ete. immediate delivery from stock. 
THE WILLIAMS MFG. COMPANY 
Portsmouth, Ohie, U. 8. A. 


RIROSO NINOS WAY 


Fiber Heel Seat Fastening 


An item of detail which should ap- 
peal to the dealer, for the comfort of 
the wearer, is the substitution of fiber 
as a fastening where the insole counter 
and outsole are united in the heel of 
the shoe. The use of this fiber gives an 
easier tread, and eliminates rust which 
often seeps up through the heel pad. 

A great many manufacturers are at 
present using the machine which per- 
forms this operation, and it is available 
for use in shoes of any make or grade. 
By raising a corner of the heel pad, 
it can be seen whether iron heel seat 
nails or fiber are used. 


Golf is in full sway now. Have you 
had a window of golf footwear re- 
cently? If not, you had better find a 
place for it on your window schedule! 
And don’t do the same old thing—have 
something different in the way of a 
display—something that will get atten- 
tion. 


MAKING REPLACEMENT BUSINESS 


Humboldt, Nebr.—Otto Kotouc, local merchant, conceived the novel idea of purging the 

town of its old shoes by means of a popularity contest. The only way contestants could 

gain votes was to bring in pairs of shoes. Thirty-two thousand pairs are shown in this 

heap with the winner receiving over three million votes. The best three thousand pair 

were given to the poor while the others were junked. Now there is not an old pair of 
shoes in any home in the entire section. 








Fewer Returned Shoes 


LyNN, Mass. — Returned shoes are 
few and far between this year. The 
number of cases that have been re- 
turned to the factories is smaller than 
for a long time. For this improved 
state of affairs, there are several rea- 
sons. Merchants are keeping their 
stocks low, and so have few surplus 
shoes to be returned to factories for 
this or that excuse. Styles are, gen- 
erally speaking, safe, and so few are 
returned on the pretext that they are 
a style that won’t sell. Sizes also are 
safe, and so few shoes are returned 
with the claim that they do not fit. 
The last and pattern makers are pri- 
marily responsible for this new accu- 
racy of fit. Besides, every new style is 
tested on the foot of a model before 
it’s made up for distribution. 

The decrease in return shoes is cer- 
tainly one means to real economy in 
the shoe trade, for not only does it 
lessen the losses that always must be 
taken on returned merchandise, but it 
also prevents those annoying argu- 
ments and provoking disputes that are 
bad for the morale of the trade. When 
shoe men aren’t disputing, of course, 
they can be constructing. 


Establish Chiropody Board 


ATLANTA, GA.—By a vote of 26 to 0 
the Georgia State Senate has passed a 
measure introduced by Senator North 
to establish a state board of chiropody 
and regulate the practice of chiropody 
in Georgia. The measure now goes to 
the state House of Representatives. 





Blyn Committee Formed 


NEw YorK—Creditors of Blyn Shoes, 
Inc., operating 26 retail stores in New 
York, New Jersey, Pennsylvania and 
Ohio, have formed a committee as a 
preliminary step toward reorganization 
and continuation of the business, which 
is now in the hands of receivers. 

The committee consists of Irwin M. 
Berner, of the Shoe & Leather Mer- 
cantile Agency, Inc.; A. T. Woodward, 
of the United States Shoe Co.; Wil- 
liam H. Schmidt, of the International 
Shoe Co.; A. L. Chiostergi, represent- 
ing creditors; Dr. G. Williams, of 
Scholl Mfg. Co.; Robert A. Davison, 
of the W. B. Rice Shoe Co., and Aba 
Finkelstein, of the Colton Shoe Mfg. 
Co. 

Pending a reorganization plan the 
Irving Trust Company, appointed re- 
ceiver last week is continuing the busi- 
ness. 


From Pegs to Pegs 


ROWLEY, MAss.—Pegs are in use in 
the Foster factory here, and thereby 
is completed an interesting turn in the 
cycle of styles. Eighty years ago, 
C. W. Foster started to make pegged 
boots, heavy ones, the kind with three 
soles, fastened on with triple rows of 
pegs of wood, such as were worn by 
fishermen and miners and farmers. 
Now C. W. Foster Sons Co. are making 
stylish shoes for boys and girls, and 
the heels are fastened on with pegs, 
this time the paper fibre pegs being 
used. The old-timers used to drive the 
pegs by hand, a slow task. Now the 
machine drives pegs in a jiffy. 
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AGOOD THING 


THE CREASED BREAST HEEL 


The CREASED BREAST HEEL IS GOOD 


The Creased Breast or Monoslot Heel with single 
slot in center of breast in which to tuck the cover 
is good. It makes neater breasts that stay clean and se- 
cure longer, and it saves money over “breasted” heels. 


Both types of Creased Breast heels save money, time, 
and material; they improve the appearance and wear- 
ability of your shoes. And the covers “stay put’ (which 
cannot be said for either breasted or lap-front covers). 


AUBURN, ME. - COLUMBUS, O. 





All Mears plants sell TRISLOT heels (as well as MONOSLOT heels) 


FRED W. MEARS HEEL COMPANY, INC. 






_ AND AN 
IMPROVEMENT 





THE TRISLOT HEEL + + 


BUTI THE TRISLOT HEEL IS BETTER 


because the tongues on each side of the center slot 
spring back when the cover is tucked into that slot. 
The slots may be made narrower, thus making a tighter 
joint; the labor of tucking is less. One width of slot 
will do for all kinds of heel covers — satins or alli- 
gators. The cost of blocks is only one per cent per 
dozen pair more than for heels with single slots. 


ST. LOUIS, MO. - AUBURN, N. Y. 


Associated Companies 
CONWAY WOOD HEEL COMPANY, CONWAY, N. H. 


TRADE 


Eos ON EVERY 


& Heel Patent #1,718,177, dated June 18, 1929 


MERRIMACK WOOD HEEL COMPANY, SALEM DEPOT, N. H. 


LOOK FOR THIS 


MARK 
HEEL SEAT 






& + Heel Patent # 1,761,359, dated June 3, 1930 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 
















W. S. CHASE & SONS 
HAVERHILL, MASS. 


FINE SLIPPERS 
MEN and BOYS 
HANDTURNED 
$2.00 to $2.85 

Boston Office: 501 Statler Bldg. 





HORCO SLIPPEKS ac mau voce 
and sell —— any other slippers 
ae > the oe price 

can Hi on Reque. 
ORWITZ “CO, reine. 












Ne. 1447—7 
Kia a 


Odeai: EVANS’ SON CO., Wakefield, Mass. oO 
SSHDESCSOOOC6COSEOGCHEOS 





Boudoir Slippers In Stock 
SUAL VALUES 
coo 3 to 8 
Style 814—Wos. Bik. 
Kid Turns...$1.00 
Style 805—Wos. Blk. 
, oe + eee 1.25 
“Eve Palr ne an ~strap 
Pima AAS Slippers In Stock 
oS Anes & HERDER, INC. 
lalists In Comfort & Ballet Slippers 
o. 11th St.. Philadelphia, Pa. 

















241° 


IN STOCK 


FOR IMMEDIATE DELIVERY 
Sizes 2%-8 


Take advantage of the 
Gnest quality line 4 


exceedingly low prices 
these unusually 
smart Hand 
ee Turned Pat- 













Write for 
sample 


The Norridgewock Shoe Co., Inc. 
bees NORRIDGEWOCK, MAIN 











Big Order for Officers’ Footwear 


BurraLo, N. Y.—The J. L. Hudson 
Co. has received a contract from all of 
the commissioned officers of the 106th 
Field Artillery of the New York Na- 
tional Guard for service footwear to 
replace those lost in the fire which de- 
stroyed the regiment’s armory in Mas- 
ten Park some months ago with a loss 
of $10,000,000. 

Joseph L. Hudson, president of the 
store and a captain of one of the ar- 
tillery companies, reports this is the 
largest single order for military foot- 
wear ever booked by the company and 
not only includes field shoes and boots 
but also the new laced puttees and some 
dress shoes. The officers are required 
to purchase their own shoes and foot- 
wear equipment. The order was placed 
with the Associated Military Stores of 
Chicago by the J. L. Hudson Co. 





Tacoma Regal Store Moves 


TACOMA, WASH.—After several years 
at 940 Pacific Avenue, the Regal Shoe 
Store has moved to 945 Broadway, 
with D. F. Ross, manager. 

The new store building has been re- 
decorated throughout and is finished in 
gumwood panels. New furnishings have 
also been installed. The entire cost of 
rejuvenating the new location will be 
approximately $15,000, according to 
O. S. Atkinson, special coast represen- 
tative with offices in San Francisco, 
who is visiting in Tacoma while the 
move is being made. 

The stock has been enlarged in both 
the women’s and men’s departments, 
but particularly emphasis will be laid 
hereafter on the former, Mr. Atkinson 
and Mr. Ross said, although there will 
be no diminishment in the usual class 
of stock and service in the latter. Sev- 
eral additional salesmen will be added 
to the staff in the near future, they 
stated. 


Two Hold-Ups 


PHILADELPHIA—Two shoe stores in 
the Philadelphia area were robbed in 
one afternoon recently, and in the 
case of the W. L. Douglas Shoe Co. 
store, 23 S. llth Street, the bandits 
waited until they were fitted with sport 
shoes before escaping with $85 taken 
from the safe. 

In the other hold-up, at the George 
Hutchin’s Stores, Inc., branch store, 
6940 Market Street, Upper Darby, the 
manager, Thomas McKnett, attempted 
to beat the men off with a pair of 
shoes, but he was subdued. The 
bandits escaped with $126. 





Clerks to Picnic 


SAN FRANCISCO— The Retail Shoe 
Salesmen’s and Retail Clerks’ Unions 
of San Francisco and Oakland will 
hold a joint annual picnic this year, to 
take place at Neptune Beach, in Ala- 
meda, on August 16 next. Though this 
occasion is a jolly family outing, a 
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more lasting purpose is also served, as 
the proceeds of the 50c. picnic tickets 
go to the sick and relief fund of these 
organizations. 





Price Situation Aids Sale 


Houston, TEX. — Paul’s Shoe Store, 
Houston, has found the summer clear- 
ance sales this season the most satis- 
factory that the store has enjoyed in 
some years. Harry Sussman, manager, 
stated that their sale has been so suc- 
cessful that they put in an additional 
stock to care for the demand, instead 
of merely clearing the stock on hand 
as has previously been their custom. 

Mr. Sussman attributes the success 
of the sale, in some measure, to the 
fact that the establishment has en- 
joyed the patronage of a class of cus- 
tomers who heretofore have purchased 
shoes of much higher price. Paul’s 
Shoe Store specializes in a six dollar 
shoe, and Mr. Sussman feels that the 
present restriction in expenditures has 
aided him materially in putting over a 
good summer clearance. 





To Increase Shoe Space 


Burralo, N. Y.—Flint & Kent will 
almost double the size of its women’s 
footwear department occupying space 
in the rear of the street floor of the 
Main Street building, it was announced 
by Winthrop Kent, general merchan- 
dise manager of the company. 

Several departments now occupying 
space will be shifted to the third floor 
to provide the additional facilities 
needed for the increased volume of the 
shoe department under the buying 
supervision of D. J. Maloney. New 
fixtures will be installed and the en- 
tire department modernized before the 
opening of the fall season in Sep- 
tember. 


Stole Shoes 


RICHMOND, Va.—Charges of steal- 
ing shoes br’ ught against Leon Dab- 
ney by a Richmond shoe store resulted 
in a jail sentence of ninety days. Dab- 
ney, according to the police, had been 
serving as a porter for the store and, 
when he was sent out to mail parcel 
post packages of shoes, he unwrapped 
the bundlés and substituted catalogs 
in their place. Complaints made by 
customers who received cook books or 
advertising matter instead of new 
shoes brought about the investigation 
and arrest of Dabney. 





New Store Manager 


SPOKANE, WASH.—W. M. Allen, who 
has been connected with the shoe busi- 
ness for 20 years; will take over the 
management of the Ground Gripper 
shoe store Monday, replacing G. V. 
Darroch, who will leave for Los An- 
geles. 

Mr. Allen has been in the shoe de- 
partment of the Crescent for the last 
two years, and was connected with the 
Palace for four years. 
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KEEP SEMI-SOFT TOES SHAPELY 


7 ear se " = 
* perenne! Witte a 7 
Hoke . A ‘ 


; 
4 


SNe 


WITH BOXES 
THAT WON’T HOLD 
WRINKLES 








OFT AND COMFORTABLE—CERTAINLY! But more than that, 

Armstrong’s Cork Box Toes simply will not crease, or stretch out 

of shape. That’s because the forepart and side walls stay firm. At the 

point where hard toes often chafe the foot, the Armstrong Toe is 

limber and yielding. Your customers won’t have to worry about 

breaking in semi-soft toed shoes—they’re ‘broken in”’ before they 

As b ie O YT reach your shop. You can get Armstrong’s Cork Box Toes in any style 
shoe—sport or dress, pointed toe or wide. Next 


time you buy be sure to specify Armstrong’s 


by) 
ARMSTRONG S Cork Box Toes. We’ll be glad to send you 
C ORK B OX TO E S the names of manufacturers who use them 
regularly. Write Armstrong Cork Armstrong’ 
Company, 933 Arch Street, Lan- A) 


ATLANTA CHICAGO DETROIT PHILADELPHIA 
Boston CINCINNATI New York St. Louis caster, Pennsylvania. Product 
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WHERE TO BUY 
Fine Sport Shoes 
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SAN LINE SPORTIEST OF 
SPORT SHOES 


“A Mile Away You Know Them” 


Sun Chasers 


BF 





SAN ALAI 
Natural linen and combination of grey, 
black and patent — Wa a new 
theme to these sporty ¢ 
CATALOGUE ON RROUnST 











“SPORTSTER” 


Official Girl Scout Shoes 
204 Sizes and Widths In-Stock 
A. SANDLER 
154 Lincoln St. 

Boston, Mass. Est. 1889 
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WHERE TO BUY 


Bowling Shoes 


6 6 8 8 nh eS 


@€THCO 


BOWLING SHOES 
No. C762—All sizes in stock 
for immediate delivery. 
Wialog. of ATHCO athletic 
ic 

Shoes. 


Shoe Co. 





Athletic 
914N. MarshfieldAv. 
Chicago, I. 





WHERE TO BUY 
Riding Boots 


RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs 


CONNE 
3. HOE Co. 


Jj PL 
















Shoemaking in Window Display 


BostoN—An interesting example of 
the manner in which it is possible for 
a leather or findings house to provide 


“merchandising cooperation to its cus- 


tomers is exemplified by a window dis- 
play at the Boston office of the Bar- 
bour Welting Company. Two excellent 
display windows on the street floor at 
10 High Street, in the heart of the 
Boston trade, are at intervals used for 
the display of shoes manufactured by 
firms using their specialty welting, 
particularly Stormwelt. Windows are 
changed from week to week and in the 
course of a year a great many persons 
become better acquainted with New 
England made footwear. 

A recent display of heavy duty shoes 
made by the Allen-Squire Company of 
Spencer, Mass., attracted unusual in- 
terest. Trade visitors to the district as 
well as the general public paused long 
before a window display that offered 
uncommon opportunity to study this 
type of shoemaking. at all angles. 

In this connection it is interesting to 
note that this is the eighth year of 
trade acceptance of Barbour Storm- 
welt and that over thirty million pairs 
of shoes have been made during the 
past seven years, with that feature in- 
built. 


Would Tax Chain Stores 


NEw YorK—The first organized 
movement along independent retail 
merchants in the East to foster anti- 
chain store legislation was launched 
last Thursday night at a meeting of 
the executive committee of the New 
York State Independent Retail Mer- 
chants’ Association, at 250 West Fifty- 
seventh Street. The movement is a di- 
rect result of the Supreme Court deci- 
sion last May in which the Indiana 
graduated tax on chain stores was up- 
held, and is similar to independent re- 
tailers’ activities in many southern 
and western states. 

Representative Emanuel Celler, of 
Brooklyn, counsel for the organization, 
is preparing a model bill to be intro- 
duced in the next session of the Legis- 
lature. State Senator Philip Kleinfeld 
will sponsor the measure, which will be 
based on the graduated scale used in 
Indiana, where the fee is $3 on a single 
store, $10 on each of two to five stores, 
$15 on each of five to ten, $20 on each 
of ten to twenty, and $25 on all in ex- 
cess of twenty. 


To Make Soles Flexible 


To produce a flexible, airy, cleanly 
finished shoe is the aim of every shoe- 
maker, and even the medium and cheap 
shoe today must have the earmarks of 
quality to satisfy the buyer. Not a 
little of the finish of the bottom and 
edges depends on the proper handling 
of the sole, and in too much or uneven 
wetting leather is spoiled for proper 
molding and finish. Particularly is 
this true in making the cemented shoe. 
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Great care must be taken in order to 
have the sole at the proper temper to 
be molded so that it may be firmly 
united in every point of contact. 

Sole leather varies very much in flex- 
ibility and texture; in the same case 
of soles this is often noticeable. To 
bring soles to a uniform flexibility, and 
yet to not oversoak, the Basler leather 
temperfng and flexing machine is used 
to very great advantage. This machine 
tempers and flexes any size of sole, au- 
tomatically carrying it through solu- 
tion, and at the same time over a sys- 
tem of belts and rolls, working it to a 
mellow condition and delivering it in 
temper for molding at the rate of 
one to two thousand pairs per hour. 





Trends on Fifth Avenue 


New YorkK—Fifth Avenue is alive 
with sales this week. Odd prices rang- 
ing from $3.85 to $13.85 feature the 
windows. 

Beiges, whites in broken sizes and 
some combinations in black are on dis- 
play. Most merchants have done a 
satisfactory business on novelties. 
Open meshes have proven so satisfac- 
tory this season that a new working 
out of the mesh shoe is due for Palm 
Beach. 

Many of the fabric weavers are mak- 
ing try-outs of natural colored weaves 


_in basket meshes, in dot and dart her- 


ringbones, and one outstanding firm is 
weaving some “bon bon” clothes. These 
are white or natural backgrounds with 
small red and green lozenges. Another 
notable fabric is a scroll motif in feath- 
ered pattern of jet superimposed on 
white. When this is tinted in orange 
or lime, the effect is very alluring. 

There is a sturdy weave suitable for 
rubber beach wear made in irregular 
lines which resembles the mumie cloth 
of years ago. This cloth is shown by 
an importer who is now working with 
southern mills. 

For those manufacturers who are 
contemplating a bathing sandal business 
it is imperative that they watch the 
trend of newer fabrics. No longer are 
we interested in awning stripes of the 
deeper colorings. Fashion seems to 
point to pompadour colorings in foot- 
wear; that is, tiny florals in yellows, 
pinks, lavender or light blue, also fine 
stripes in candy colorings. 

Scroll and aigrette lines are em- 
ployed in dark brown and caramel com- 
binations. Black and white in broken 
weaves and dark brown linen with tiny 
ping triangles. Tanners are coordinat- 
ing many of their summer colorings 
both in kid and calf so that bandings 
and toe tips will match the motifs in 
the fabrics. 

Fruit green, light blue, caramel, soft 
yellow, lobster and lipstick red will be 
used next season as the leather accents 
for fabric or novelty footwear. 

The various white novelties made to 
match the white kid leathers were 
found so satisfactory this season that 
a larger and more varied group of 
prints will be on display the early part 
of the year. 
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Leading 
Parade 


—_ ahead ne 


prestige, popular- 
ity and sales, 


ZAPON 


FOR SLIPPER UPPERS 


still leads them all. 
Check Zapon Up- ee 
pers, point for “ 
point, with all 
others, and you will 
see the reason for 
Zapon’s undis- 
puted lead. 


Look for the Zapon label on every pair 
of slippers you buy, It is your guar. 
antee against inferior products, 





IZARINE 


REG, U.S. PAT. OFF. 
Exclusively manufactured in America 
by The Zapon Company, this water- 
proof chamois-soft material is avail- 
able in a variety of colors and patterns, 


THE ZAPON COMPANY 


A Division of Atlas Powder Company 


STAMFORD « « « CONNECTICUT 
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IN STOCK! 
At Popular Prices 


Get your share of the Riding 
Boot business with ‘“‘Cclt” Boots. 


We have in stock Men’s, 
Women’s and Children’s boots in 
a most comprehensive line cover- 
ing all price ranges. Now is the 
time to order for the Fall Riding 
Season. 


Write for Complete Catalog U-18 


Colt-Cromwell Co., Inc. 
EST. 1899 


1239 Broadway, N. Y. C. 


Also In Stock at 
911 So. Los Angeles 
Street 
Los Angeles 
Calif. 











Students in famous Illinois clinic 


STUDY CHIROPODY 


The opportunities for Chiropodists are unlimited. In the 
United States there are about 162,000 physicians, about 82,000 
dentists, but only 5,000 Chiropodists! A virgin field! 

This new profession is particularly attractive to students 
with a foundation in pharmacy education and training. 

Course only 2 years at best known College of Chiropody in 
America equips you for practice. 19th year. You are ready 
to enter with four years high school or equivalent. 

Largest foot clinic in world — over 16,000 foot cases handled 
annually, large faculty physicians, surgeons, chiropodists. Write 
for catalog. No obligation. 


=a======MAIL THIS COUPON TODAY==-=<===- 


ILLINOIS COLLEGE OF CHIROPODY AND FOOT SURGERY 
1327 N. Clark St., Chicago, Illinois 

Gentlemen: Please send me, postage prepaid, latest catalog and com- 
plete information relative to Chiropody and your school. 


Name 





Street and Number 











WHERE TO BUY 


Children’s Footwear 





IDEAL BABY 
SHOE CO. 


Soft Soles — inter- 
mediates. Hard 
Soles — Infancy to 
four years! 


Danvers, Mass. 


MRS. DAY’S 
SL 














CHILD 
LEP 
es Goodyear 


Welt Shoes in Stock. 


Wiswell-Everston Shoe Mfg. Co. 
Cedar Grove, Wis. ‘ 











PATENTED 


ROBA» 
*SHOES 


Finest Quality Children’s Shoes 


ly since 1892 





Manuf: ed 
by 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 








Children’s Fine Goodyear Welt Shoes 


Made by 
THE GILBERT SHOE CO. 
THIENSVILLE, W'S. 











WHERE TO BUY 
Work Shoes 
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> ON THE SELLING END « 


Buffalo Travelers Hosts 


Members of the Buffalo Shoe Trav- 
elers’ Association acted as hosts at 
the recent outing of the allied indus- 
tries of that section, held at Rio Vista, 
Bridgeburg, Ontario. 

Several hundred from the city and 
western New York area attended. In- 
cluded in this number were delegations 
from Rochester, Jamestown, Lockport, 
the Tonawandas and Niagara Falls. 
Representatives of large manufactur- 
ing concerns of St. Louis, New York 
City and Milwaukee also attended. 

The baseball game between the re- 
tailers and the salesmen was the fea- 
ture. Besides the quoit tournament 
there were dashes and races and nov- 
elty events. 

Luncheon was served at noon, dinner 
in the evening and a fireside roast at 
night before the party broke up. 

Speakers were Chief Judge George 
W. Woltz, of City Court, and Judges 
Samuel H. Dickey, Harry L. Nuese and 
J. Adam Weiss, and Assemblymen 
Howard W. Dickey and Arthur L. 
Swartz. 

Harry J. Deters, secretary-treasurer 
of the salesmen’s organization, and 
Clarence I. Lanich, president of the re- 
tailers, were general chairmen. Harry 
Spelder and Oliver G. LaReau were 
chairmen of the sports program, which 
was directed by E. Kelsey Jones. Al- 


News of the Travelers and Sales Activities 


bert B. Kern and Edward H. Heller 
were in charge of entertainment. 


Mishawaka Salesmen in the Field 


Salesmen for the Mishawaka Rubber 
& Woolen Mfg. Co., Mishawaka, Ind., 
are now showing the trade the new 
line of canvas sport shoes (tennis, bas- 
ketball, etc.). They will book orders 
for 1932 delivery for the canvas line 
and the leather shoe line (work shoes, 
hunting shoes, etc.); also for at-once 
and fall delivery of any items in the 
Ball-Band line, which includes a com- 
plete line of rubber and woolen foot- 
wear. 


In Pennsylvania for Eaton 


H. R. Levy is now covering Penn- 
sylvania for the Charles A. Eaton Co. 
With the exception of last season, he 
has represented the Eaton company in 
this territory for many years. 

With the Crawford and Eaton shoes 
for men, he is also showing Crawford 
shoes for boys. 


Headquarters in Brooklyn 


H. S. Lockwood, special New York 
district representative of the Wood- 
bury Shoe Mfg. Co., Inc., and of 
Daniels & Taylor, both of Derry, N. H., 
has established headquarters in the St. 
George Hotel, Brooklyn. 











>» WHAT'S SELLING? 4 


White Shoes Sold Well 


Des MOINES, IowA— Clearance of 
summer stocks of shoes in this city has 
now been practically completed and, in 
general, merchants have found their 
white shoes sold up to advance expec- 
tations and many have whites in fewer 
numbers on hand than in previous 
years. 

Early fall activities point to black 
kid as popular with brown kid also 
being stocked in large quantities. Black 
and brown suede are also mentioned 
in the advance demand. Most local 
shoe houses are beginning to show 
their fall stocks in displays the first 
week in August. — 

The question of greens is still a sub- 
ject of discussion locally, according to 
V. E. Meline, manager of the Crandall 
Boot Shop. While opinions on black 
and brown are practically unanimous, 
some are anticipating green will be 
very popular, and others classify this 
tendency as fairly light. Some moires 


will be shown, he says, particularly in 
pumps in black and white. 


Black and Brown for Fall 


ATLANTA, GA.— Black and brown 
suede, black and brown kid and com- 
binations of suede and kid will consti- 
tute the bulk of the sales this fall, ac- 
cording to higher-class shoe dealers 
here. Buyers this year are ordering 
about 65 per cent black, 30 per cent 
brown and only 5 per cent other col- 
ors, as compared with 75 to 80 per cent 
black for last fall, showing the marked 
increase in the demand for brown this 
fall. 

Of the other colors, green is expected 
to take the lead, with both solid colors 
and green trimmings popular. Dress 
pumps with plain heels are being pur- 
chased for formal wear, while ties, 
step-ins and straps, in the order named, 
will be popular for street wear. Deal- 
ers are about closed out on sports 
shoes, which have sold well all sum- 
mer, and are beginning to sell some 
fall shoes, although the bulk of the 
showings will not be made until the 





middle of August. 
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BRUSHES and DAUBERS 


EMEMBER that a shoe brush is just 
as essential to your customers as a 
clothes brush. Keep Repco Brushes and 
Daubers displayed where your custom- 
ers can see them. The gripping groove 
on the brush and the easy hand fitting 
handle on the dauber allow a solid grip 
without hand cramp. The “live” bristles 
are securely fastened in handles of well 
seasoned wood. Repco Brushes and 
Daubers sell easily and pay you an 
attractive profit. 


For Sale By Shoe Findings Dealers 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Dancing Sandals 


6 8 6 Eh 


* KENDALL’S 


For Aesthetic 
Dancing 


IN STOCK 





a FAU 
BLUE GREEN 
RED 


Price $.75 


WHOLE 
SIZES 
ONLY 


Sizes 6 childs’ 
to 10 women’s 


Bend for Circular 
DEPT. C. 











KENDALL SHOE COMPANY 
* HAVERHILL, MASS. 


* 
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WHERE TO BUY 
Ballet Slippers & Sandals 


ee el | ad 


Soft Toe Ballets 


. «- Why sell imitations 
when the genuine is the 
same price? 


N 


Buy direct from an estab- 
lished theatrical shoe firm 
Give your 

approved ng 
ballet, whose flexible short 
elk sole is so m pre- 
ferred by the profession. 
Two colors, smoked or 
black. A’s to D’s, 8 's to 8 
misses’. Price $14.75 Don’t 
start another season with hard soled, 
makeshift substitutes. Write now for 
sample. 


Advance Theatrical Shoe Co. 
Dept. 58, 159 N, State St., Chicago 
West Coast Office: Los Angeles 





In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE Co., INC, 
147 Duane Street 
New York City 


) DELIVERY 


Fast replacements and in- 
enerally, 
or your 


| U. stant service 
H / are necessary 

f. theatrical department. 
INS Supplying our full line 











cd 


to dealers everywhere, we 
know your needs. 


‘f Write us! 
CHICAGO 
THEATRICAL 


SHOE CO. 
3rd Floor, Capitol Bldg., 
The Hoffert 159 N. State St., 
Too Stipper Chicago, Ill. 
Coast Orders filled from: 
6715 Hollywood Bivd., Hollywood, Cal. 





Personalized Shoe Campaign Succeeds 
[CONTINUED FROM PAGE 40] 


first induced to select their favorite 
shoes, then that shoe was given her 
name. Napier’s had a list of shoes 
carrying the name Janet, Mary, Ethyl, 
one for each of the twelve ladies. 

These shoes were featured through 
the newspapers every Sunday for 
twelve weeks. A silhouette of the 
young lady was shown and the shoe 
she had selected, together with her rea- 
sons for choosing that particular shoe. 
An entire week was first devoted to dis- 
playing the twelve different styles, col- 
lectively, in the window, with a large 
silhouette of each lady and her shoe 
immediately beneath it. 

Then the window was used for a 
week to carry out the idea why each 
lady’s selection was a good shoe to 
buy. The silhouette of the lady spon- 
soring that shoe was carried in the 
window at the same time. It developed 
into a friendly rivalry as to which 
lady could induce the buying public to 
purchase the greater number of shoes 
during the week. 

“Never have I staged a campaign 
that went over so big and at the same 
time was so easily accomplished,” said 
Mary Hulst. “There seemed to be a 
natural following of sequences that 
made it all seem so realistic. It en- 
abled me to show direct results in a 
quantity that was never equalled by 
the store before.” 

The windows used by this store are 
of the arcade type and probably four 
feet deep with a length of ten feet, 
with interior finish in English hard 
wood and the best of French plate 
glass fronting all. 

Mrs. Hulst has been in the advertis- 
ing game for several years and in 
charge of the Napier Booterie publicity 
for both the Omaha and Minneapolis 
houses for ten years. She is positive 
good window displays backed by news- 
paper publicity is the very best medium 
for selling shoes to women. 


Problems in Fitting 


Most mothers want shoes long 
enough, but small. At five her little 
Jewel Ann should wear everything to 
make her feet like those of Venus, and 
at twelve she should start with spike 
heels and jeweled buckles. Here is 
where the shoe salesman must be a 
diplomat—sell the child what it should 
have and advise—suggest to the mother 
that the bones in the foot don’t mature 
until at least eighteen years, and shoes 
properly fitted until then will help to 
prevent many foot troubles of later 
years. 

When possible, get your customers to 
wear the new shoes when leaving your 
store—people outside will notice them 
coming out. Have you ever noticed how 
most everybody strides along like on 
parade, a much better advertisement 
than a parcel, and if you must wrap 
them up, make the best looking parcel 
you know how. 

When a good fit is looked for, have 
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Getting More Shoes Sold Right 
[CONTINUED FROM PAGE 15] 


found to go nicely with the purchase 
that has been made. Cannot the sales 
be increased by way of a helpful sug- 
gestion? 

There are some evils in the matter of 
salesmanship that can be seen, too. 
Persistency is an ideal condition for 
the salesman. But this can be over- 
done, or at least be given too much 
prominence, and in this way become a 
handicap rather than an element to his 
greater success. Knowing when to stop 
talking, or when to use discretion, or 
the art of diplomacy becomes equally 
vital to the man who seeks to make of 
himself a salesman in fact as well as in 
name. 

It is certain that many salesmen are 
born. It is equally true that many 
others can be made, but the process of 
education is not as simple or as easy 
as many may surmise. The high art of 
salesmanship today is one that is not so 
easily attained. It has become an art 
in more than one way. It demands the 
serious study and the best that a man 
possesses to become a real salesman. 
Naturally, much depends upon the kind 
of sales effort he puts forth, and a great 
deal has to do with the field he enters. 
The inferior salesman can often obtain 
employment at an inferior establish- 
ment. But the high art salesman is one 
that can seek and obtain a like connec- 
tion. 

Truth, honesty, care, sincerity and 
aggressiveness are all attributes that 
must enter largely into the salesman’s 
make-up. He must know his line. That 
is, he must be able to talk it up from 
a knowledge, and not merely from hear- 
say. Without this latter background he 
is seriously handicapped. His stock in 
trade has to do with his knowledge of 
that which he is offering for sale. But 
let him also use common sense. This is 
more important often than many other 
attributes that the salesman has been 
presumed to possess as fundamentals. 

It is often better to lose a sale than 
to offend a prospective customer. It is 
better to wait, perhaps, than to make 
yourself overly obnoxious. Every lost 
sale does not of necessity mean a lost 
customer in the future. But where one 
has been offended with cause, he will 
certainly not likely return to such an 
establishment in future. So it is well 
and wise to use caution, common sense, 
and be, above all things, truthful and 
courteous, without ever being fulsome. 
For many of us resent the latter while 
we may not seem to be offended. 

Sales can be made and are made by 
those who study the art of salesman- 
ship with that kind of study that will 
mean something in the end to their ad- 
vantage. 








buyer try on the left shoe. Now many 
times you may have to give one-half 
size larger; do so, and place a thin 
insole in right shoe. Always remember 
two-thirds of our lives are spent in 
shoes. 
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at 4Q* and Lexington NEW YORK 


Has all the comforts 
of a private club. 
The most enjoyable 
hotel atmosphere 
in New York. 

ELE 














BOSTON’S Renowned Hospitality 


(. Prevails at 
The. 
exons) | \ENMOLPE 
pared COMMONWEALTH AVENUE 


AT KENMORE STATION 


Here you will find that far famed Boston spirit of ey 
There is no end to conveniences at The Kenmore . . 

rooms with tub and shower . .. Coffee — Empire Disies 
Room, free parking for your car . and even a_ cheery 
“Geod Morning” with the paper left at your door when you wake. 


Let us send you a Booklet “Historical Boston” 


























ding S im the Times Square District of New York 


HOTEL 
BELVEDERE 


48th St.—Just West of B’way, New York 


Within easy walking distance of important business centers and 
theatres. Ideal transit facilities. 


450 OUTSIDE ROOMS £450 BATHS 


Every room has 2 large windows, serving pantry and spacious 
closet. 


$3.00 to $4.00 single per day 
$5.00 to $6.00 double 
Special weekly or monthly rates. 


Write or wire reservations to 
J. C. REYNOLDS, Managing Director 
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Never before has a shoe 
fabric been so readily 
accepted by fine shoe crea- 
tors for never before has 
there been a fabric for 
evening slippers so distinc- 
tive as 


“Netalcloth”’ 


— Copyrighted — 


Evening Slippers utilizing Netalcloth by Ourt Wolfelt (Top) and 
Elco Shoe Mfg. Co. 


Genuine NETALCLOTH 
available from stock in 
All Silver White and Silver (Dyeable) 
All Gold White and Gold (Dyeable) 
Black and Gold Black and Silver 
Gold and Silver 


Send for the “Netalcloth” Swatchbook 


JEFFERSON 


TRADING CORP. 


1328 Broadway, Marbridge Bldg., New York 














WHERE TO BUY 


Shoe Forms 


S/IRIROLOIRTIK: 
for Shoes and ee 


eniainemadini tani Auburn, N. Y.; 


666 8 EP PE PEP EP 


WHERE TO BUY 


Shoe Accessories 


hh li li ei ee i eli ee eli li 


STOP THAT PINCH 
5 WITH 
EVER-READY SKIVED 
VAMP BITE PADS 


Results assured because — —— 
cushion felt gummed to stick, 
conveniently skived. 


curity 5S Shoe Finding Mfg. 


Not a 


Co. 


23 et Wel HICAGO 





We're Not in the Storage Business 
[CONTINUED FROM PAGE 17] 


compels me to take proper action long 
before death actually occurs. Staples, 
I believe, present a more acute problem 
to us than to the average store. Dan- 
iels and Fisher have for 66 years ca- 
tered to the upper stratum of Denver’s 
more wealthy society. Naturally we 
have hundreds of high grade conserva- 
tive customers who are accustomed to 
buying the same staples over and over. 

Consequently dropping any staple 
line requires tactful handling of its cus- 
tomers. There is a great temptation 
to continue sizing up the line com- 
plete merely to accommodate a few 
die-hards who refuse to give it up. In 
the long run every time a new staple 
is added, an old one must be dropped 
—and you can’t get away from that 
law. 

Sometimes the orders that “every- 
thing over a year old must go” seem 
too drastic. But down in my heart I 
knew they help me a thousand times 
more than ‘they penalize me. 

It is a common habit for shoe buy- 
ers to criticize the higher-ups in the 
office because “they don’t understand 
the shoe business.” But I can see that 
we shoe men often have our noses so 
close to the shoe-grindstone we fail 
to realize many a situation that an im- 
partial audit of our figures brings out 
when made by an experienced merchan- 
dise man. 

Exclusive shoe stores so often lack 
that “outside” viewpoint. Their beliefs 
as to how “good” certain staples are 
would likely be quite changed if 
viewed through eyes that saw figures 
alone, not shoes. 





At that, I find in high grade women’s 
shoes the number of “reorder” styles 
is increasing and the flash-in-the-pan 
stuff is losing its appeal. Which makes 
a tendency toward safer merchandis- 
ing, but increases the necessity of 
watching and obeying the ex-merchan- 
dise system. 

Then, too, the system influences my 
buying equally as much as my selling. 
I find myself continually questioning 
each purchase more carefully. Of 
course I work the stock down as low as 
possible before inventory time to de- 
crease the amount carrying the old 
season letter. 

In that connection I think February 
first a much better time to invoice than 
January first. There are two reasons. 
First, when invoicing January first the 
buyer naturally begins to clamp down 
on his staple resizing as far back as 
the middle of November. This is really 
too early and if inventory came Feb- 
ruary first he would keep his stock up 
better during the natural selling sea- 
son. 

Second, the purpose of an inventory 
is to tell what the stock is worth. 
After a retailer has been through his 
January sale he has a pretty good idea 
just how the public evaluates his older 
stock. If he invoices before his clear- 
ance sale he is merely guessing what 
those shoes will bring. 

In our men’s department all ex-mer- 
chandise automatically carries a 20 per 
cent P. M., with larger amounts where 
needed. In the women’s and children’s 
we have no set rule about P. M’s., but 
I am firmly a believer in their value 
toward eliminating deadwood and re- 
ducing mark downs. 

Of course I grumble occasionally at 
the severity of the ex-merchandise sys- 
tem. Yet, having worked with it for a 
number of years, I would never trust 
myself to go back to the old method 
of guessing about my old stock. 


More Serviceable Shoes 


NEWBURYPORT, MAss.—The Gold Seal 
Shoe Co. is starting to make turns, to 
the quantity of 50 cases a day, these in 
addition to its Littleways. ‘The shoes 
are for the big city trade. Louis Al- 
pers comments that buyers want more 


Service, so shoes are being strength- 


ened, by means of stouter_ soles, 
plumper uppers and better shoemaking. 
Browns, especially suedes, are gaining. 
Alligator is the leading reptile. Cuban 
heels are good, possibly because they 
suggest strength of the shoe, as well as 
for the stride. 


Steal Window Shoes 


ATLANTA, GA.—Window smashers on 
Wednesday evening, July 22, broke one 
of the plate-glass windows of the G. B. 
Kinney Shoe Co., Inc., at 65 Whitehall 
Street, and took two or three pairs of 
shoes. No attempt was made to enter 
the store, however, or blow the safe. 
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Welcome Stranger 
[CONTINUED FROM PAGE 21] 


thing else and it didn’t get us very far; 
so we now adopt as a national business 
slogan that once-popular advertising 
phrase: “You have tried the rest—now 
try the best.” 

“Study what the other fellow is do- 
ing—not only in your own industry 
but in other idustries as well. As a 
matter of fact, I’m not sure that the 
latter isn’t more important than the 
former. Talk to everyone who can be 
persuaded to talk. 

“See every salesman it is humanly 
possible to see.” 

The strange thing about this remark 
is that this man is not a job-lot buyer. 
He doesn’t switch readily from one 
line to another—certainly without good 
reason. He uses salesmen as his point 
of contact with the rest of the mercan- 
tile world. And he rewards them by 
cataloging their merchandise in his 
mind against the time when he can put 
it into his own store stock. 

“This,” continues our open-minded 
merchant, “is no time for closed doors. 
The experiences of the past have given 
birth to fetishes, superstitions (al- 
most) and ways of doing things which 
are no longer of value. The proper 
method of procedure—at least the 
method of procedure which my organ- 
ization has adopted—is to find out, 
first, how merchants in lines related to 
our own are handling their problems; 
and, second, to go clear outside our 
own industry and see how problems 
similar to ours are being handled by 
other industries. 

“From salesmen we learn of new 
merchandise, new materials, new meth- 
ods of manufacture, new ideas in sell- 
ing. They tell us how the other mer- 
chant feels about future business, not 
only in our own territory but all over 
the country. 

“The newer type of salesman is not 
out to try to put something over on 
anyone. He sells his product by prov- 
ing its need by the people who trade 
with us. He tells us of its many uses. 
He even outlines the tried and proved 
methods of promoting its sale which 
have been employed by other stores in 
other parts of the country.” 


Shoe Store Bandits Caught 


MILWAUKEE, WIS.—Two young men 
are held at the Bay View police head- 
quarters charged with attempting to 
hold up the South Side Shoe Store. 
Morris Grosky, owner, told police he 
was seated in his shop when the ban- 
dits entered. One of them struck 
Grosky with a lead pipe, felling him. 
After he staggered to his feet he sum- 
moned help, and police in a radio 
squad car caught the thieves a few 
minutes later. This is another in- 
stance in which an arrest was made 
asthe result of calls by radio, the 
holdup’ and ‘capture not consuming 
more than four minutes. Mr. Grosky 
is not thought to _be seriously injured. 
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Where Convenience Counts ~ ~ > 


You are overlooking a decided sales advantage 


if you are not stressing the advantage of lacing 
hooks on boys’ shoes. Boys like them because 
they are quick and easy to lace. Their mothers 
like them because the boy can be taught to 
look out for his own shoes . . . Stress these ad- 
vantages with your customers .. . They mean 
readier sales. 


° p— _ TUBULAR RIVET AND STUD CO 
United Shoe Machinery Corporation, Selling Agents 
| 140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Build for Prosperity, 


NOW?) : 


URING the Summer of 1929 American business was 

recklessly ascending to heights never before 
dreamed of. The “sky was the limit’’—and science has 
never yet been able to measure that immeasurable 





distance. 


Today—just two years later—American business is 
wearing the white feather. We are just as fearful now as 
we were bold then, and pessimists of the steeped-in-indigo 
variety maintain that “the bottom is the limit.”” And the 
bottom is just as immeasurable as the top. 


Common sense tells us, however, that every economic 
trend, either upward or downward, has its turn, and all 
indications point to an early turn in the right direction. 
Better times are coming, and wise men, those who always 
take advantage of open opportunities, are already prepar- 
ing for the new era. 


So it seems to me that the opinion expressed by the 
Brookmire Economic Service, Inc., on the opposite page, 
is right to the point and a most appropriate opinion for us 
to give serious consideration to right now. 





BOOT AND SHOE RECORDER PUBLISHING CO. 
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Says BROOKMIRE. .. 


ABVERTISING AND SALES EFFORTS SHOULD BE EXPANDED 


“Advertising and sales efforts should 
be expanded in the coming months, ac- 
cording to the Brookmire Economic 
Service, Inc., which has mapped out 
those sections of the country and those 
industries where better-than-average 
conditions prevail. Total income of the 
country in the next six months is esti- 
mated by this service at about 8% below 
the same period a year ago, which is a 
smaller decline than prevailed recently. 


“Industries which are enjoying im- 
proved conditions are textiles, shoes, 
tires, clothing and affiliated lines, which 
Brookmire feel will have sustained ac- 
tivity for the next few months. On the 
other hand, it is said that such heavy 
lines as lumber, iron and steel, railroad 
and electrical equipment and agricul- 
tural implements will lag behind. Best 
sales prospects are to be found in the 
textile centers of New England and the 
Southeast, clothing and shoe districts of 
New England, and the eastern manufac- 
turing centers, as well as the tire produc- 
ing sections of Northern Ohio. 


“Farm income, according to prelimi- 
nary estimates, will show a loss of only 
4% from last year and will total in the 
neighborhood of $7,430,000,000. In 
Eastern states and in the Southwest there 
are prospects of improved purchasing 
power for the farmer and, as the cost of 
living has been lowered the country 
over, the purchasing power of farmers 
as a whole will only be slightly lower 
than last year. 





The Brookmire Economic Service, Inc. 


“Building activity is still restrained 
and, in the Brookmire opinion, im- 
provement will be spotty until next 
spring when a more definite revival 
should occur. The petroleum industry 
appears, it is pointed out, to have past 
its worst phase and during the coming 
twelve months is likely to see some im- 
provement. 


“* ‘Last fall we felt it necessary to em- 
phasize the unfavorable factors,’ says a 
statement, ‘but now the accumulation 
of deferred demand and the deflated 
condition of prices point to recovery in 
the coming year. Profits will be largest 
to those who are alert to take advantage 
of opportunities. Individuals can bene- 
fit personally and do their share toward 
stimulating activity by buying goods at 
current sales or by taking the homes 
that are being offered at sacrifice prices. 
Manufacturers should accumulate raw 
materials for requirements a long period 
ahead and can take over the plants of 
competitors who are in difficulty. Those 
retailers who bring down prices to at- 
tractive levels will achieve volume sales 
and help to restore the balance that 
facilitates recovery in business. Bankers 
in particular, can play a big part by en- 
couraging legitimate enterprise or fin- 
ancing home building where local con- 
ditions justify. Discriminating invest- 
ment of time and money in the nation’s 
industries during the months that are 
immediately ahead will yield proportion- 
ate rewards.’ ” 


Financial News Release by 

































































THIS MAY BE 
YOUR OPPORTUNITY 


7 











SALESMEN WANTED 


SALESMEN WANTED 


LINE WANTED 








Fargo Four Fargo 
for MEN for BOYS 


A few territories open for our 
fast growing lines. Men’s to 
retail at $4.00—Boys’ at $3.50. 


Great Western Shoe Co. 


Portage, Wisconsin 








MEN 


Good territories open for salesmen who know 
men’s trade. 15 samples—one case. Com- 
mission paid weekly. Easy selling men’s 
specialty line. Real selling cooperation. 
Write fully 


NU-MATIC SHOE CO. 
512 W. Florida St., Milwaukee, Wis. 











nee oat SALESMEN wanted to carry our spats 
— a ee as a — hn mg 


it et references eply. 
OLIS MANUFACTURING "CO., "G48 
lo. Crawford Ave., Chicago, Ill. 





SALESMEN—Side line for an old established 
popular netoed slipper line. Big money maker 
for A aan, < — Liberal 
Rep ly, giving references and 

— covencd in detail in first letter. Ad- 
dress C-564 care Boot & Shoe Recorder, 239 
West 39th Street, New York. 


commission 


[° you know a man planning to re-enter the 
retail shoe business, please show him this ad. 
He can hold his men’s trade and earn a good 
income in the meantime by selling direct factory 
to wearer, THE DLEY S . a dress 
shoe carried at the factory in forty-seven style 
numbers, $4.95 to $5.95. Anyone interested 
should address the distributing office of THE 
DUDLEY SHOE CO., 144 Duane St., New 
York City. 





SALESMEN WANTED 


To sell in New England Territory, attractive 
in-stock line of Men’s Goodyear Welts Shoes 
to retail at $2.50 and $3.00. Good com- 
mission to experienced salesman. Reply giv- 
ing references in first letter. Address C-578, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











WANTED, Men’s Shoe aeenien, acquainted 

with the trade, to handle a line of High 
Grade Spats in Illinois, Iowa, Kansas, Nebras- 
ka, Kentucky and Tennessee, on commission. 
Address THE W. W. WARNER MFG. CO., 
317 Sycamore Street, Cincinnati, Ohio. 





H 16H grade shoe salesman for ladies’ fine 
turn and bench made shoes. Write, F. & 
B. SHOE MFG. CO., INC., 303 South St., 
Philadelphia, Pa. 


WANTED—Snappy line of woman’s Novelty 
Shoes to retail for $2.00, $3.00 and $4. 00. 
Have twenty-two years of road experience. 
Will travel about thirty counties in Industrial 
section of North Carolina. Have well estab- 
lished trade with better class of merchants in 
this territory. Will carry side line. J. A. 
nresiy, 1723 Virginia Road, Winston-Salem, 
N. C. 





LINE wanted for Virginia, North and South 
Carolina, exceeding large volume. Abso- 
lutely established. Address C-583, care Boot 

Shoe Recorder, 239 West 39th Street, New 
York, N. Y 





VOLUME LINE WANTED — Well-known 
salesman covering New England trade as 
resident salesman desirous of securing an addi- 
tional line of shoes for chain, jobbing and 
department store trade, has excellent following 
with jending buyers. Best of references fur- 
nished. For further particulars, Address C-582, 
care Boot and Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





FACTORY making a line of Ladies’ Novelty 
Slippers for one dollar and twenty-five cents 
and one making line for two dollars to three 
may get represented by a salesman with refer- 
ences that knows every high rated jobber and 
retailer in Texas and the South. It is a 
chance to get cocksure business and if line is 
right will work on commission basis. Address 
C-577, care Boot and Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





BY retailer, line of women’s and children’s 
shoes to retail from $2.00 to $5.00 on 
consignment. Weekly settlement, care of this 
office. Address C-576, care Boot and Shoe 
ee 239 West 39th Street, New York, 








PARTNER WANTED 


S UCCESSFUL, 
partner to open women’s departments. 
lease, fixtures, bank references. 

chance for manufacturer, jobber or “ 
you?” Address C-581, care Boot and Shoe 
ani 239 West 39th Street, New York, 





live wire shoe man wants 
Have 


FOR LEASE 








Space for Children’s Dept. 


A real opportunity to lease space in one of 

Indiana’s finest and largest exclusive shoe 

stores for children’s shoe department. City 
00,000 population. 

Address C-568, care Boot & Shoe 

Recorder, 239 West 39th Street, 

New York, N. Y. 











WANTED-—Salesman calling on shoe manu- 
facturers in Pennsylvania and Maryland 
to carry a high grade side line on commission. 
Must be a high grade man with reference. 
Address C-555, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


FOR RENT 


OR RENT—Men’s shoe department in larg- 

est clothing store in Youngstown, Ohio. 
Edgar M. Hartzell, 141 W. Federal St., 
Youngstown, Ohio. 





WANTED to lease a space for ladies’ shoe 

department, ladies’ hosiery and lingerie in 
largest men’s clothing store in the City of 
Madison. For further information write, “The 
Hub,” F. J. Schmitz & Sons Company, Madi- 
son, Wisconsin. 





Minimum charge 75 cents. 


$1.25. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance, 
8 Advertisements for this page must be in our New York office on Friday of the week preceding publication. 6@ 


Minimum charge 
In all other cases each 
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FOR SALE 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 





For SALE—Shoe Store, Phoenix, Arizona. 
Good location. Long lease. No old stock. 
Address C-562, care Boot and Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





FoR SALE—Modern line of Grand Rapids 
shoe store fixtures, complete in every de- 
tail, two years old at one-third original cost. 
Stephens & Wallin Stores, Inc., Camden, Ark. 





FoR SALE—Several hundred pairs Rochester 
made women’s used shoes. For information 
write, C-580, care Boot and Shoe Recorder, 115 
Ellwanger & Barry Building, Rochester, N. Y 





NATIONAL CASH REGISTER, brand new, 
electrically operated, departmentized for 
shoes, hosiery, en Itemizes and prints 
record totals for each department, also total 
sales for day. Specially built for Specialty shoe 
store. Used one month; cost $600; will sell 
half price. Address C-579, care Boot and Shoe 
Recorder, 239 W. 39th Street, New York, N. Y. 





WANTED TO PURCHASE 





ANTED—Enna _ Jettick shoes; surplus 

stocks bought for cash. Address C-584, 
care Boot and Shoe Recorder, 209 So. State 
Street, Chicago. 





MERCHANTS’ NEEDS 





Improve Display 
Windows 50% 
Send Glass Sizes for Estimate 
Designs and Material— 
No Obligation 


CAMDEN ARTCRAFT CO. : 





my 


Enable you to reach your 
highest shelves conveni- 
ently. 


They last a lifetime 
and 


Are made in any style, 
shape or size to fit any 
kind of shelving. 


ps al + general catalog 
an et us suggest the 
best ladder for your use. 


Milbradt 
Manufacturing Co. 
Established 1895 
2416 No. 10th Street 
ST. LOUIS, MO. 


Ti 


== 
ee 


\\gunbadtsar 
emt 
mt 


PA NAY 





ua 














If you contemplate selling your 

entire or surplus stock com- 

municate with us. Prompt at- 

tention given. 

KIRSCH -BLACHER CO., INC. 

590 Broadway New York 
Phone Canal 6-4298 and 4299 


n 








We will pay the best price for 

your surplus or entire stocks of shoes, 

general merchandise or depa it 

stores. Leases assumed. 

Phone - Write - 

All matters strictly confidential. 
I. SIMON CO. 


2eL, Reade St» New York, Cy 











Boor AND SHOE RECORDER 
combining THE SHOE RETAILER, Aug. 8, 1931 





Display Fixtures 
E. DODGE 


458 Washington %., Boston 
Phone Dev. 8049. 








FOR SCHOOL OPENING 


oberon de 


GIANT ERASER PENCIL BOX 


Contains 3 col. Blotters, Pencil, 
Penholders, Pen Point and Ruler. 
Send 15c. for Sample. 


Distributors— 

Paramount Souvenir Adv. Co. 
350—4th Ave., New York, N. Y. 
Royal Souvenir Co., Inc. 

1613 E. New nF sane Brooklyn, 











VAMPGUARD 





Z 


SAFEGUARDS YOUR INSTEP 
$10.00 per Gross Pairs 


Vamp-Guard offers good profit oppor- 
tunity. Helps close sales, and dis- 
poses of complaints quickly and 
satisfactorily. 


VAMP-GUARD CO. 
110 W. 34 St., New York City 














BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITY 








Podiatry 


Write for catalogue. 


473 Beacon Street . - 





A School in Boston, Massachusetts 


PODIATRY—The profession in demand by all cities and towns. 
The necessity for FOOT CARE is Universal. 
SPECIALIZE in “Scientific Treatment of the feet.” 


Clinical training in foot clinics. 
school age, industrial employees and the poor. Entrance require- 
ments—4 years of high school or equivalent. 


Hiram B. Donatpson, Dean 


MIDDLESEX SCHOOL OF PODIATRY 


Administration Office 


Chiropody 


Special clinics for children of 


: Boston, Massachusetts 








Fitting Men’s Spats 

Spats should fit just comfortably 
snug, for if they are too tight they will 
pull out of shape. Some customers 
want their spats to come way down on 
the vamp. The correct method of fit- 
ting is to have the front point of the 
spat to come just a half inch below the 
throat of the vamp. If it is fitted longer 
than that it will cause a rolling up 
and look ugly. Shoe fitters should im- 
press the fact on their trade that it is 
not good dressing to wear a spat that 
is fitted too long. 

No two men have the same sized 
ankle, so the adjustments should be 
made by setting the buttons and not 
through selling a size or so too long or 
short. 

Zipper fasteners are finding a fair 
sale to the busy business man, as he 
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can put them on and off in half the 
time required to button a pair on his 
ankles. Furthermore, as the buttons 
are not used, the button holes do not 
wear out, so one pair of these spats will 
outwear two ordinary pairs. 

Considerable trouble was experienced 
last year by those merchants who put 
in lines of cheap felt spats. Selling 
these affairs did considerable harm to 
the people who handled them, for as 
soon as these spats got wet they shrunk 
up so that they were valueless. 

The best spat to sell is an all wool 
woven cloth, either a box cloth or ker- 
sey. These retail all the way from 
$1.50 to $5.00 with the most popular 
priced between $3.00 and $4.00. Both 
merchants and wearers have found 
there is no economy in buying cheap 
spats, 

















MERCHANTS’ NEEDS 











nal 














A 
V4 














Typical room, 
converted at 
night into a 
sleeping room, 





“Ay Rlexington We. 23” toZ4st 


Only a few quick minutes from 
business, shopping and amuse- 
ment centers, yetyou will enjoy the quiet 
repose ofa country town at evening. 
Such is the fortunate location of the 
George Washington Hotel, a distin- 
guished residential hotel. 


pan ROOM WITH BATH 
$2. 50 to $3.00 


THE BEST FOOD IN NEW YORK 





Enjoy the Comfort of a 
Real Home in 


NEW YORK'’S FINEST 
RESIDENTIAL HOTEL 












EKLY 
$14 t to $17.50 














MERCHANTS’ NEEDS 











A new price ticket of dif- 


ferent color each month-- 


Samples on Request 
Carried In-Stock 
any assortment desired 











Three Shades of Red Trim, 
black figures, white back- 


ground. 


5 5 Sts taudé $0.25 
IRS is ie. SHR S 50 0.85 
NNR Sok aie cayewe 1.50 
IRS prc So ao udabace » Be 54 


(Check with Order, Please) 
Merchant’s Service Dept. 


Boot and Shoe Recorder 
209 So. State St., Chicago, II. 











Frederick H. Warner Dies 


Boston—Frederick Harris Warner 
died July 28 after a short illness, at his 
residence, Chestnut Hill. Mr. Warner 
was born in Enfield, Aug. 20, 1849, the 
son of Bathsheba and Sheldon Warner. 
He moved to Boston as a young man 
and for the past fifty-five years was 
in charge of the New England terri- 
tory for William Skinner & Sons, silk 
manufacturers. 

He was always interested in the 
Episcopal Church, and an active mem- 
ber of Emmanuel parish, Boston. Mr. 
Warner was a member of the Union 
Club, The Country Club of Brookline, 
and a vice-president of the Merchants 
Club. 

His wife, Eleanor Skinner Warner, 
died in 1929. They had celebrated their 
golden wedding anniversary in 1925. 
Surviving Mr. Warner are four chil- 
dren, Miss Eleanor S. Warner and 
William S. Warner of Brookline, Mrs. 
Kirkland H. Gibson (Florence Warner) 
of Chestnut Hill, and Frederick H. 
Warner, Jr., of Philadelphia; also eight 
grandchildren. 


New Shoe Fabric Shown 


NEw YorK—A new shoe fabric in 
any color combinations designed es- 
pecially for evening shoes is being ex- 
ploited by the Jefferson Trading Cor- 
poration under the name of “metal- 
cloth,” and, according to representa- 
tives of this firm, is receiving much 
attention from buyers of high style 
shoes. The new fabric is said to be 
distinctly in keeping with the present 
fashion trend influenced by the Second 
Empire. 



















RECORDER 
Window Display 
CARDS 
for AUGUST 


Here’s a typical comment: ‘“‘We find 
your eard service very valuable and in- 
dispensable."’ 



























Colorful, Artistic 
14 Different Texts 
Cards 7 x 12—3 colors 
Price Tickets Included 


per mo. 
6 Card Service..... . $3.00 
8 Card Service...... 4.00 
12 Card Service...... 5.00 


Samples sent on request. 


Merchants Service Dept. 
Boot & Shoe Recorder 














1334 Republic Bldg. 
Chicago, IIL 











Co-ordinated Lasts and Patterns 





An improvement in the grading of 
extreme sizes, so that the larger shoes 
of a line will have the same appearance 
as the sample shown, is much appre- 
ciated by the shoe buyer. 

This system, known as Coordinated 
Lasts and Patterns, so breaks the pro- 
portionate grade, to bring the pitch of 
the toe, the arch of the shank, and 
tread of the heel to follow the sample 
shown. A disadvantage of the old sys- 
tem was a lack of snugness through the 
heel measure, and a fullness between 
the heel and vamp line, which made a 
clumsy appearance. 

The Coordinated System holds these 
lines back, giving the same light look 
to the large shoe as shows in the 
sample. The system is available to any 
maker, and it will be helpful to the 
dealer to look into its merits, particu- 
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larly in style lines. 









THE Business 
BAROMETER 


Business Changes 


CALIFORNIA—Los_ Angeles—Hirson’s_ Self 
Service Department ae boots, shoes, etc.; 
recently commenced b 

Sacramento—Socal Shoe ‘On (Ltd.) ; boots and 
shoes; inc. authorized capital $75,000. 

Santa rbara—S. OC. Schwarz; boots, shoes, 
etc.; reported selling or sold out. 

GEORGIA—Columbus—Princess Slipper Shop ; 

and shoes; inc. authorized capital $5,000. 

INDIANA—Brookston—Ira E. Maxwell; boots, 

etc.; reported selling or sold out. 

Rochester—Charles K. Plank; boots 
shoes; succeeded by Jack Stafford. 

MAINE—Eastport—W. H. Colwell; 
shoes, etc.; reported selling or sold out. 


MASSACHUSETTS—Beverly—F. W. Bartlett 
Shoe Co.; manufacturers; inc. authorized capi- 
tal $10,000. 

Haverhill—Cowan Shoe Co., Inc.; manufac- 
turers; inc. authorized capital $10,000. 

M & H Shoe Co.; women’s shoe manufac- 
gla succeeded by Martin-Tikelis Shoe Co., 
ne. 

Leominster (also Marlboro)—Chas. Bigelow, 
Inc.; boots and shoes; a disposing of 
Leominster store on z. 

Goguen & Sullivan, -. ; boots and shoes; 
recently commenced business. 

MICHIGAN — Detroit — Louis E. Jacobson; 
boots and shoes; inc. authorized capital $10,000. 

NEW JERSEY—Red Bank—George D. Stine 
(White Shoe Co.) (9 Broad St.); boots and 
shoes; succeeded by John B. Allen Co., Inc. 

NEW YORK—Brooklyn—Surefit Shoe Corp. ; 
boots, shoes, etc.; inc. authorized capital $6,000. 


and 


boots, 


Buffalo—Van Deventer Shoe Co., ine boots 
and shoes; inc. authorized capital $30,0 

New York City—Friezer & oe. “(1824 
Amsterdam Ave.) ; boots and shoes; Sam Rosen- 
berg retired. 

National Advance Corp.; 
recently incorporated. 

National Footwear Corp.; 
recently incorporated. 

National Retail Store Corp.; boots and shoes ; 
recently incorpora’ 

Peters Polly Shoe Corp.; boots and shoes; 
inc. authorized capital $100, 000. 

Quality Shoe Shop, Inc.; boots and shoes; 
inc. authorized capital $5,000 

Sadson Shoe Corp.; boots, shoes, 
authorized capital $5,000. 

NORTH CAROLINA — Asheville — Edwin 
Burge, Inc.; boots, shoes, etc.; inc. authorized 
capital $50,000. 

OHIO—Canton—Zintsmaster Shoe Co.; boots 
and shoes; inc. authorized capital $5,000. 

Millersburg — A. D. Steinberg (‘Economy 
Shoe Store’); boots, shoes, etc.; succeeded by 
Harry O. Boyd. 

PENNSYLVANIA—Coatesville—Charles Gor- 
don (224 W. Main St.); boots, shoes, etc.; re- 
moved to Coopersburg, Pa. 

Scranton—George Rudin (146 N. Main St.) ; 
boots, shoes, etc.; reported selling or sold out. 

UTAH—Salt Lake City—Bell Shoe Co.; boots 
and shoes; reported selling or sold out. 

WEST VIRGINIA—Morgantown—Bob’s Shoe 

St oo _— and shoes; inc. authorized capi- 
ta 


boots and shoes; 


boots and shoes; 


etc.; ine. 


Failures, Embarrassments, Etc. 


CALIFORNIA—Los Angeles—Star Shoe Com- 
pany, Ltd. (also branches); boots and shoes; 


reported assigned. 

CONNECTICUT — New Haven — Herman 
Pickus (5 Church St.) ; boots, shoes, etc.; re- 
ported petition in bankruptcy; reported receiver 
appointed. 

New London—Joseph C. Fine (50 State St.) ; 

, shoes, etc.; reported petition in bank- 
ruptcy. 

DELAWARE—Newark (also Elkton, Md.)— 
or a Co., Inc.; boots, shoes, etc. ; 

eported petition in bankruptcy. 
rPLORIDA—Sarasota_—Phil i. Levy; boots, 
_, etc.; reported petition in bankruptcy. 
DIANA — Indianapolis — David Adeff 
(hdett’s Department Store”) (2222 Shelby St.) ; 
boots, shoes, etc.; repor petition in bank- 
ruptcy; reported receiver appointed. 

MASSACHUSETTS—Indian Orchard—Stephen 
Walence (28% Parker St.) ; boots, shoes, etc. ; 
reported assigned. 

‘Greenfield—H. H. Livingston & Son, Inc.; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

Salem—Vaughan Bros.; shoe manufacturers ; 
— baa in bankruptcy. 

AN — Detroit — Leachs Boot Shop 
(5840 We Fort St.) ; boots and shoes; reported 
petition in bankruptcy. 

Pontiac—Sam Fishel (‘‘Sam’s Cut Rate 
Store’); boots, shoes, etc.; reported offering 
to compromise at 25 per cent. 

NEW _ HAMPSHIRE — Dover — Daum’s Shoe 
Store (Jennie Daum, Prop.) ; boots and shoes ; 
reported assigned; reported called meeting of 
creditors for July 27. 

Tilton—O. J. Smith; boots and shoes; 
ported assigned. 

NEW YORK—Brewster—Earl H. 
boots, shoes, etc.; reported assigned. 

Brooklyn — Beker & Friedman, 


re- 
Brockley ; 


Inc. (25 


Lafayette St.); shoe manufacturers; reported 


called meeting of creditors. 
hoe .. Inc. (33 Marcy Ave.) ; 
reported petition in bank- 


Colfrad 
manufacturers ; 
ruptcy. 

New York City—Blyn Shoes, Inc. (55 Warren 
St.); boots and shoes; reported receiver ap- 
pointed. 

John Rude (‘‘Le-An Bootery’’) (90 Clinton 
St.); boots and shoes; reported petition in 
bankruptcy; reported receiver appointed. 

OHIO—East Liverpool—Thacker Hobbs Sales 
Service, Inc.; boots and shoes; reported peti- 
tion in bankruptcy. 

East Palestine — Charles H. Silver; boots, 
shoes, etc.; reported petition in bankruptcy. 

Warren—-Herman Walkoff (139 E. Market 
St.) ; boots, ete. ; in 
bankruptcy. 

PENNSYLVANIA — Epiatpinbio — Aaron 
Konefsky (1416 S. 52nd St boots and shoes; 
reported asking general extension 

Philip Winkelman (2340 N. Prone St.) ; boots 
and shoes; reported offering to compromise. 

Pittsburgh—Potters Shoe Shoppe, Inc.; boots 
and Shoes ; reported petition in bankruptcy. 

Williamsport—Philip Pickelner (329 Market 
St.) ; boots, shoes, ete.; reported petition in 
bankruptcy. 

TENNESSEE — Columbia — Alex Silverman; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

TEXAS—Houston (also Kilgore)—H. C. Kap- 
lan (“The Economy Shoe Store”); reported of- 
fering to compromise at 25 per cent. 

VERMONT—Barre—Maxham Shoe Co. (E. M. 
Moasees) : boots and shoes; reported offering 

oo Rromniee at 20 per cent. 

Wise NSIN—Elm Grove—William Butter- 
worth ; "ate and shoes; reported petition in 
bankruptcy. 

Fond Du Lac—Alex Sidney ; boots, shoes, ete. ; 
reported petition in bankruptcy. 


shoes, reported petition 


New Shoe Stores 


Forest Grove, Ore.—W. F. Miller. 

West Manchester, Ohio—Branson Roebuck. 

Hartford, Conn.—J. J. Newberry Co., 845 
Main St. (Aug. 15). 
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St. Louis, Mo.—Sears, Roebuck & Co., 216 
Lockwood Ave., Webster Groves. 
Cambridge, *Ohio—W. T. Grant Co., 


heeling Ave. (soon). 


740 
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Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 


Berlin, N. H.—W. T. Grant Co., 141-155 Main 
St. (soon). 
New York, N. Y.—Ellsworth Vitality Shoes, 
Inc., 7 East Rae St. 
Brooklyn, Y.—Surefit Shoe Corporation. 
Live Oak, Fla.—Will- Cook Co., Inc. 
Detroit, Mich.—Louis E. Jacobson, Inc. 
Canton, Ohivo—The Zintsmaster Shoe Co. 
Morgantown, W. Va.—Bob’s Shoe Stores. 
Columbus, Ga.—Princess Slipper Shop. 
Toledo, Ohio—H. M. & R. Shoe Co., Adams 
& Superior Sts. 
Millersburg, Ohio—Harry O. Boyd. 
e Malone, N. Y.—Julius Raymond, 50 W. Main 
t. 
Winston-Salem, N. C.—J. A. Jones. 
Pasadena, Cal.—Hirson’s, 23-39 N. Raymond 
Ave. (Sept. 1). 
Los Angeles, Cal.—Hirshon’s 
Store, 9th & Broadway. 
Schuyler, Neb.—Golden Rule Store. 
bog J.—The Regina Shop, 601 Broad- 
way (soo! 
Addieville, I1.—Wm. H. Lehde. 
Rexburg, "Idaho—Rexburg Mart (soon). 
— N. J.—Chas. Arrison, 350 Millburn 
ve. 
Charlestown, W. Va.—Dan Kirson. ' 
Crookston, Minn.—Montgomery Ward & Co. 


Mont.—Montgomery Ward & Co. 


Self Service 


(soon). 


Big ‘Springs, Tex.—J. C. Penney Co. 
814 S. 


Mankato, Minn.—J. C. Penney Co., 
Front St. (soon). 

Barnesville, Ohio—Elihsa York. 
Pe aataaes Ala.—L. L. Cooper, 
ve. 

em, Ky.—Henry Webster (soon). 

Mass.—Style-Rite Shoe Co., 

alter "St. (Mfr.). 

Milford, Mass.—Brockton Shoe Store, 
158 Main St. 

Los Angeles, Cal.—Socal Shoe Co., Ltd. 
New Bern, N. C.—Thompson Shoe Store, Inc. 
New York, N. Y.—Holland Shoe Co., 89-15 
102nd St., Woodhaven. 

New York, N. Y.—Modern Bootery, 8437 85th 
Ave. 

Stevens Point, Wis.—The Big Shoe Store. 
Indianapolis, Ind.—Schiff’s Outlet Store, 136 
N. Pennsylvania Ave. 

Logansport, Ind.—Big Shoe Store. 
PP ee Ky.—The Vanity, 136 W. Main 
t. 


Galveston, Tex.—Maison Myre, Slipper Salon. 
Jamestown, N. Y.—Thing Shoe Co., Inc., 10 


2507 2nd 


535-37 


Inc., 


’ oa “alam Shoe & Hosiery Co., 
t. 


New York, N. Y.—AlI’s Bootery, 690 6th Ave. 

New York, N. Y.—Dudley Shoe Co., 144 
Duane 

Cleveland, Ohio—Pocrass Hat C 


— Ohio—Polk Shoe on. "1110 Hippe 


Pomona, Cal.—Shoe Department, Orange 
Belt Emporium, 105 E. 2nd St. 
Brooklyn, N. Y.—Boro Shoe Corp. 
New York, NY Y.—B. W. Klein’s, Inc. 
Sacramento, Cal.—McMinn Shoes, Inc. 
Pensacola, Fla.—Farley a" 
Harrisburg, Ark.—H. L. Bargain Store, 
S. W. Cor. Square. 
asta Ohio—S. Feinberg, 838 E. 105th 


New York, N. Y.—Kind Shoe Shops, 312 
Tompkins Ave. 
ew York, N. Y.—Boston Shoe Stores, 247 
Columbia St. 
Lakeport, Cal.—A. D. Lobingier. 
Philadelphia, Pa.—Wm. Lederer, 


ve. 

Willimantic, 
Inc. (Mfgr.). 

Clayton, N. C.—C. W. Horne Co. 

Palatka, Fla.—W. H. Zorn & Co. 

San Francisco, Cal.—Friedman-Shelby 
Co., 821 Market St. 

San Francisco, Cal.—Kurant’s Shoe Store, 47 
8rd St. 

Tranquility, Cal.—V. R. Pyle. 

Sheridan, Ore.—L. M. Smith. 

Seattle, Wash.—Chandler & Hahn, Inc. 

Springfield, Mo.—Colby Shoe Co., 627 W. 
State St. 

Spokane, Wash.—Kemp & Herbert. 

McMinnville, Ore.—John Bullis. 

Chehalis, Wash. — Ever-Ready Shoe Stores, 
Inc. 


1422 Ridge 


Conn.—Sterlin Shoe Fiber Co., 


Shoe 
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Barrett & Co., Newark, N. J 

Evans, John R., & Co., Camden, N. J 

Hale, Alfred, Rubber Co., No. Quincy, 
Mass. 4 


Jefferson Trading Corp., New York City... 61 


New Castle Leather Co., New York City... 39 
Northwestern Leather Co., Trust, Boston, “ 


Ohio Leather Co., Girard, Ohio 
Surpass Leather Co., Phila., Pa 
Young, Richard, Co., Boston, Mass 
Zapon Co., Stamford, Conn 
Ziegel Eisman Co., Boston, Mass 


SHOE ACCESSORIES 
ete Shoe Finding Mfg. Ca., Chicago, e 


Shoe Lace Co., Ltd., Providence, R. I 
Vamp Guard Co., New York City 
Williams Mfg. Co., Portsmouth, Ohio 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Beckwith Mfg. Co., Boston, Mass 

Mears, Fred W., Heel Co., Boston, Mass... 53 
Tubular Rivet & Stud Co., Boston, Mass... 63 
United Last Co., Boston, Mass. 

United Shoe Machinery, 


Vulean Corp., Portsmouth, Ohio. .Front Cover 


SHOE STORE EQUIPMENT 
Camden Artcraft Co., Chicago, Ill 
Dodge, E., Boston, Mass. 
Milbradt Mfg. Co., St. Louis, Mo 
Shoe Form Co., Auburn, N. Y 


MISCELLANEOUS 


George Washington Hotel, New York City.. 68 
Hotel Belvedere, New York City 

Hotel Kenmore, Boston, 

Hotel Shelton, New York City 

Illinois College of Chiropody, Chicago, IIll.. 57 
Kirsch-Blacher Co., New York City 
Middlesex School of Podiatry, Boston, Mass. 67 
ape Souvenir Adv. Co., New an 


Simon, I., & Co., New York City 


70 





Are Your Windows 
Adequately Lighted? 


The writer recently spent a week 
visiting stores in small towns in IIli- 
nois and Indiana in search of new 
ideas. One of the most noticeable 
things in these towns was the poor 
lighting of store windows, and shoe 
stores were frequent offenders. 

In one town there were only two 
well-lighted windows in the main 
business block, aside from those of 
the department store, and these were 
in two chain stores. A check of this 
block for one hour in the evening 
showed that passersby stopped at 
the three well-lighted windows and 
went right by the rest! The other 
stores might just as well have turned 
off all their lights ! 

In contrast to this was another 
town, where competition was ap- 
parently keen, and every window 
was well trimmed and brightly 
lighted. Although this town was no 
larger than the other, there were 
many more people on the street, and 
most of them were window shop- 
ping! 

The difference between a well- 
lighted window and a poorly lighted 
one does not amount to many dol- 
lars in a month’s time. That is, the 
cost of the light makes only a differ- 
ence of a few dollars! Who can tell 
the cost in lost business to the store 
whose windows are dim and unin- 
teresting ? 

Your windows are a part of your 
advertising, but unlike other adver- 
tising the cost goes on constantly. 
How can you afford to pay for ad- 
vertising that is not efficient and 
effective? Come downtown this eve- 
ning and stand across the street 
from your own store and make a 
stern comparison of your windows 
and your neighbors. Do YOUR 
windows stand out? Would they 
stop YOU, if you were idling along 
the street? If not, you’re throwing 
away part of your advertising dol- 
lars ! 

In a shoe window in a little In- 
diana town recently we saw a clever 
idea that can be used by any ag- 
gressive store and most effectively. 

This window idea we are describ- 
ing probably had its origin in the 
Regal idea. In each of the store’s 
two windows were little displays of 
two pairs of smart slippers, side by 
side. A display card said, “CAN 
YOU TELL THE DIFFERENCE? 
We bought one of these smart slip- 
pers on Michigan Avenue, Chicago, 
last week for $14.50. The other pair 
is a regular $7.50 value from our 
own stock !” 
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A NEWLY perfected spread- 


ing device and rod with square 
threads of large pitch insure easy 
and accurate action. Blocks are 
of fully seasoned rock maple, 
and are shaped and finished as 
carefully as a last .. . Corn and 
bunion plates supplied with 
every stretcher. 


Every retail shoe store should also be 
equipped with the UMC Instep Stretch- 
ers, G/C Toe Raisers, and the Climax 
Shoe Stretchers for women’s high heel 
shoes We also supply the well-known 
Repco Shoe Stretchers. 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 





y 
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DESIGNER 








sinh. six: 


aoe Box TOES have consistently satisfied 
these six important people over a period of years . . . antici- 
pating every individual need. 

Reproducing the most delicate lines . . . Conforming readily 
to the last .. . Assuring absolute uniformity .. . Easy to work Vulco Unit Box Toes are universally se- 
with .. . Thoroughly dependable . .. Comfortable and Stylish. lected for their unquestioned superiority. 


BECR WITH * MEG + COMPANY 


MANUFACTURER §S 7 sic ® PRODUCTS. 


STATLER BLDG. BOSTON, MASS. 
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The public is Soars ¥ 


CONSCIOUS 


Another reason why } 


“STAR BRAND SHOES 
ARE BETTER” 


for you fo sell 


Let it not be forgotten that the public is 
more quality-conscious today than ever 
before. True, people want style in their 
shoes— but they want quality and value 
with it—and you give these three requisites 
in the fullest measure when you sell “Star 


Brand” shoes. One sale invites another. 


ROBERTS,-JOHNSONS RAND 


BRANCH OF INTERNATIONAL SHOE COMPANY, ST. LOUIS, MO. 
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A Man Was a Failure— 


at everything he tried until he invented a revolving 
door and that was the turning point in his career. 


Now I happen to know that Walter Booth was 
never what you might call a failure. He wasn’t grad- 
uated from grammar school with an injunction. His 
parents didn’t have to burn it down to get him out. 

I don’t believe he was born with his foot in a 
shoe, but at an early age he showed signs of an in: 
tense interest in SHOES. 

Nature was nice enough to give Walter Booth 
something to think with. Something started revolving 
in his mind and he gave birth to the simplest selling 
idea concerning SHOES. 


That was the turning point in his career! 
Simplicity as you already know, is not an Ameri- 


can trait. The American manufacturer seems to seek 
the complicated and the mysterious in selling schemes. 


Since the good old days when the cat slept in the 
cracker barrel, and every housewife boiled her own 
soap, selling has been surrounded with a cloak of 
mystery. 

Remember the “wooden nutmegs?” Or did that hap- 
pen before your little panties were held up with pins? 

Like I said, selling was surrounded with a cloak. 
Walter Booth, a bit inquisitive, drew it aside, and re 
vealed the bare facts—Of selling . . . simply these... 


MAN UTPACT V2 2 RS 


Retailing at $4.00 to $6.50 at a profit 
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WALTER BOOTH 


302 N. Broadway 
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Picture the Poor Prune; 


Chor a long time there has been a popular notion 
that the shoe manufacturer would do as much business 
as a Ford agency in Palestine, UNLESS he went in 
for National Advertising in what we calla BIG WAY! 


-And many would tell you that National Adver- 
tising DID NOT add to the cost of the product. 


Walter Booth considered the poor prune. There 
is no doubt but what national advertising has digni- 
fied the prune. It is no longer a boarding house joke. 


You now pay thirty-five cents for six nationally 
advertised prunes in the dining car ahead. 


Walter Booth has nothing against National Adver- 
tising. It’s fine. But he has a habit of facing facts. And 
he’s funny about telling the truth. Still believes in it! 


He believes National Advertising MUST BE paid 


for by the retailer and the ultimate consumer. 


So he decided to do no national advertising but 


to stick to a simple idea to SELL SHOES. 


He simply split the cost of national advertising 
between added VALUE in his SHOES and extra, 
added PROFIT for the shoe dealer . . And it works 
wonderfully well . . Because Walter Booth SHOES 
have shown a slow, steady, non-stop increase in sales Beans 
to dealers, delighted to make a pleasurable PROFIT — . as i 
on every pair. And their customers got the happy 
habit of coming back because the SHOES are GOOD 
SHOES . . There’s nothing mysterious about that! 


SHOE COMPANY 


Milwaukee, Wisconsin 
MEN’ §S i a ie ae S H OE § 





In stock AAA — EEEE — Sizes 5-14 
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BLACK TANDRITE 
The Highest Development in Tanning Today! 


PTS te Black Tandrite—the smartest Calf tanned for women’s foot- 
Company, tyen, Moss. Three wear. Fastidious women appreciate its perfect adaptability, 
eyelet blucher tie in black incomparable quality and beautiful, lustrous finish + Tandrite 
iibeeiens Pe id Calf is made of the highest grade skins, is superbly finished, 

Style No. 2966 has exceptionally fine and flat grain + Pleasing to retailer and 


customer alike... the highest development in tanning today! 
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TUF-TOE No. $2626W 


The perfect answer to Coffee Velo Elk, genuine 
the “kicks” of active ! \ Shark tip, Damp-proof . 
children. Shark tips to ¥ CS. sole. 
defy the roughest treat- a 8% to 12 

$2.25 


ment without sacrificing 


good looks. 12% to 3 
$2.60 


JUST 
TO PROVE 


THAT WE HAVE THE KIND OF 


IN-STOCK 
SHOES 


YOU NEED—HERE ARE SIX OF OVER 
FIFTY SHOES ILLUSTRATED IN OUR 
NEW IN STOCK CATALOG. 


NOW IS THE TIME 
FOR YOU TO 
SIZE UP 


* 


MO-DEB No. 5535 
Almora Elk 
Brown Calf Trim 
10/8 Heel—Oak Sole 
3 to 9...AAA to C. . .$3.25 


MO-DEB No. 7610 
Patent Center Buckle 
Blending Tweed Strap 


3 to 9...AAA to C...$3.25 
12% to 3...AtoD... 2.50 
8% to 12...BtoD... 2.15 


MO-DEBS 
for Growing Girls 
RETAILING 


MO-DEB No. 476 
Coffee Elk 


No. 473 Light Smoked Elk. 
No. 474 Black Elk 


MO-DEB No. 5241 
Brown Calf 


$5 to $7.50 


Junior 
MO-DEBS 
Misses & Childrens 
$4 to $5 


GREENFLEX 


Misses & Childrens 
$3 to $4.50 


ALL 
WELTS 
OF THE 

FINER 
STN) as) 
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Brown Alligator Calf 
addle 


10/8 Heel—Oak Sole 


REEN 


No. 479 Patent Elk 

5¥%2 to 8....B to D.. $1.95 
8% to 12...BtoD... 2.35 
Gold Spot Soles—Kid Lined 


THIS IS 
THE CATALOG 
THAT WILL SOLVE 
YOUR FALL 
BUYING PROBLEMS 


. STYLES 
IN 
STOCK 


SHOE MANUFACTURING COMPANY 


960 HARRISON AVENUE 
B 
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BOSTON - MASS. 


SALES OFFICES —*| 
Room 611, Marbridge Bldg., New York | 
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WINGFOOT 


EOPLE know what they want. They 

want value. They want quality. 

A famous name on a shoe tells 

them they're getting what they 
want when they buy that shoe. 


Add another name to the name of the shoe. 
Add the name of Goodyear, the most famous 
name in rubber, and you give people double 
proof of quality. 


People recognize this name. They know it 
stands for the best in rubber. They know it 
means extra value, extra quality, longer wear, 
and greater comfort. 


More people—by millions—walk on Goodyear 
Wingfoot Heels than on any other kind. That's 
why these heels are an extra sales help 
for you. 
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For the Retailer Who Wants 
THE SMARTEST STYLES FIRST 


AND THEY’RE 


wagers : C’s I N s TO C oe . C’s 








Th 





























Ad Beth —1681 Last—16/8 Cuban Heel 


R-205—Brown Brown Patent Trim 
Ne. R-206—Dull Bleck ‘Kid—Black Patent Trim 


The Anita The Bonnie 
' The Gladys 


oun over 1881 Last with 18/8 Louis Heel Built over 1881 Last with 18/8 Louis Heel Built over 1962 Last with 19/8 Louis Heel 
R-219—Dull Black Kid—Patent Trim.$4.25 -240— -226—Dull Bus. Fg hm Trim.$4.25 
Ne. ft. 22i—Black Suede—Patent Trim. a: a fe rm — ee No. R-277_Brown Kid — Brown Patent 
No. R-222—Black Moire—Patent Trim... 3. Ne. Trim 4.75 
No. R-220—Brown Kid — Brown Patent 
4.75 No. ba 








The Edna é AY The Eunice 








bay over 1881 Last with 18/8 Louis Heel Page over 1580 Last with 15/8 Cuban Heel Built over 1580 Last with 15/8 Cuban Heel 


R-200—Dull Black Kid............. $4.45 R-236—Brown Kid—Reptile Trim... .$4.75 om R-224—Dull Black Kid—Patent Trim.$4.25 
Ne R-210—Brown Kia Scecuxebedaereges 4.95 Ne. R23 -237—Dull Black Kid—Repiile oan . R-225—Brown Kid—Reptile Trim... 4.75 


These are only a few of our long line of New Fall Styles 
WRITE FOR COMPLETE IN STOCK CATALOG 


/ DYER & HALL, INC., 


AUBURN MAIN FE 
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